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Young Bloods 


Hit Back— 
‘A Real Stopper 


Sin,-The headline “Come On 
Young Blood” which topped Mr 
Cocks’s letter (August 10) must 
have proved a real stopper to 
many young people under 25 like 
myself. Most of us appreciate a 
challenge of that kind. And 1} 
like to think that many of us who 
are in advertising--and are 
worthy of the business and glad 
to be a part of it-—-can meet the 
challenge 

Most of the things that your 
correspondent says are absolutely 
right. We have no quarrel with 
them. If we had we should be 
displaying a little of that “foolish 
ness of youth” that a lot of people 
mention again and again. But 
some of the time youth can be 
very serious, especially about its 
future 

Mr. Cocks’s observance of the 
great Opportunities now existent 
are very true; his feelings about 
study and cxamuinations are quite 
correct; his views on the progres 
siveness of this business are not 
to be disputed, Most of advertis 
ing’s youth are behind him there 
But we will not agree that the 
youngsters of both sexes who 
would normally be coming along 
full of ideas tempered by useful 
training and experience are just 
not about,” 

Perhaps we are living up to the 
personification of blustering 
youthfulness” in writing this way 
but I believe | speak for a great 
number of young advertising 
people who believe they are doing 
a pretty useful job in the business 

His notes about young men 
asking for ambitious salaries are 
very often quite correct, but 
those people are not necessarily 
the future top men and women 
who have advertising running 
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right through their blood. People 
ask for high salaries in every 
business, but they do not always 
receive them 

The youth of to-day is more 
study-conscious. He wants to 
know a great deal more about 
his business-——the increasing num 
ber of A.A. examinees and passes 
is proof of this. 

Some of us would like to start 
agencies of our own-—that Mr 
Cocks tells us is “fun.” I cannot 
help agreeing with him, but it is 
not so easy setting up an agency 
to-day. Who was it who once 
said something like They 
climbed the agency ladders in 
1920 and pulled the ladders up 
after them”? 

ALAN BETTS, D.A.A 
272 Verdant Lane, S.E.6 


‘Rather Tiresome’ 


Sin,—-The letter = appearing 
under the heading “Come On 
Young Blood” should be salutary 
to those young bloods who have 
managed to squeeze into the occu 
pation of thei choice 

Ex-service young bloods seek 
ing advertising experience, who 
have encountered indifference and 
who have made no extravagant 
financial demands, may have 
found this padded panegyric 
rather tiresome One certainly 
did! VESPA 
(Name and address supplied.) 


Little Hope... 


Sin,—Mr. Cocks paints a rosy 
picture of opportunities in adver 
tising but gives little hope to one 
who can confidently claim to have 
the qualifications he outlines 

Advertisements for commer 
cial art schools still appear, sug 
gesting opportunities for a career 
to those who have ability, and 
who are trained and qualified 

1 have completed a three-year 
course at a well known art schoo! 
to the satisfaction of my teachers 
They and everyone else who have 
seen my work commend it highly 
but although I have advertised 
myself for a job as junior or 
trainee, although | have answere4 
many advertisements, although ! 
am willing to work for a while 


for little or no salary, it begins 
to look as though the money and 
time spent in study and waiting 
are completely wasted 

Either the market is overflowed 
with commercial art aspirants or 
1 am over-rating my ability. 

Apart from the mystery of my 
own case, | am prompted to ask 
what is the fate of the many 
young men and women turned out 
by the commercial art schools? 

“BEWILDERED STUDENT” 
(Name and address supplied.) 


repge , 
Willing To Swot 
Ssin——-As one of the not-so- 

young bloods, | welcomed Mr. 

Cocks's letter, It is good to know 

that there ts enthusiasm among 

some employing authorities for 
the aspiring student of advertising 
who is willing to swot until the 
late hours, besides doing an 
average daily job, in order to 
ake the grade into the higher 
flights of the profession. 

| have found that experience 
alone has often been propounded 
as the sesame to the executive 
door, and that academic quali- 
fications in advertising are re- 
garded with some restraint, nay 
apathy, among some employers. 

Surely experience is accumu- 
lated knowledge, of a practical 
nature, over a number of years. 

Academic training tends to reduce 

that period of time for the 

younger entrant into the profes- 

sion but enables him to have a 

complete store of information 

which he can apply to present 
day advertising problems, and to 
foresee future business trends. To 
the complete advertising man the 
two go hand in glove-—practical 
experience must be tempered with 
up-to-date methods acquired by 
studies and examination 

R. A. RYCROPFT. 
lia West Street, Bognor Regis 


And The Old’Uns.. 


Sirn;—-1 am from time to time 
consulted by young blood” 
anxious to enter or find prefer- 
ment in the trade or profession of 
advertising and publicity. I can- 
not help feeling th though his 
letter starts off admirably, Mr. 


WASS PRITCHARD & Co. LIMITE 


Cocks has let his pen run awa’ 
with him to such a degree tha’ 
a good deal of young biood will 
be discouraged, not encouraged 

Mr. Cocks extols the virtue of 
professional examinations, dang! 
ing prospects of directorships 
before those who stay the course 

Like journalism, advertising is 
a fine profession that has not yet 
solved the difficult problem o. 
standards of entry and subsequent 
professional education. Let us 
hope that these matters can soon 
become more organised than they 
are now, yet not so organised as 
to prevent the entry of older 
people who can contribute some- 
thing of real value. 

GRAHAM CHERRY, Lt.-Col! 
3 Rowney, Mount Park, 
Harrow-on-the-Hill. 


Bread-And-Butter 


Convention 
Sir, am sure Mr. Donald 
Howat (August 10) will be in- 
terested to learn of a venture in- 
spired by the Publicity Club of 
North Wales, This contribution 
to North Wales prosperity is a 
Publicity Convention on Septem- 
ber 23 when we aim to show 
those connected with local indus- 
tries how publicity can help them. 
To this end we have invited 
speakers from responsible organ- 
isations to come down to Lian- 
dudno and talk to hoteliers, 
caterers, town councillors, enter- 
tainment promoters, factory man- 
agers and shopkeepers 

This is a very bread-and-butter 
affair, far removed from the self- 
congratulatory realms of Mr. 
Howat's attack Perhaps Mr. 
Howat would find it an enlighten- 
ing and inspiring experience to 
attend this convention for pros- 

perity through publicity 
F. W. JEPKINS, 
D.A.A., A.M.LA.M.A., 
Secretary, Publicity Club 
of North Wales 
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Nevin D. Hirst of Nevin D. Hirst (Advertising) Ltd., Leeds and London 


NEVIN HIRST began his working life in a bank, but found it too dull, so he went into advertising. All the same, 
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it is probable that his early training gave him that personal touch his clients appreciate so much. _It is the proud 
e 


boast of the Nevin D. Hirst Agency that they always have their “eyes on the ball ''—that they just won't be 
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sidetracked from the essential fact that advertising MUST pay. 


Nevin Hirst’s agency is a very happy one, for he is a warm-hearted type, and there is an extraordinary feeling of 


goodfellowship about the place. He is a man who believes in the old maxim about “ the proof of the pudding *’ 
and claims that a corny advertisement which “ sells *’ is worth fifty artistic masterpieces which don"t. When it 


comes to media selection, the questions he always asks first are “ How many people will see the advertisement ? "’ 


* What sort of people are they? "* “What will it cost?"’ No wonder the Daily Mirror appears on so many of 


his clients’ schedules. 


Daily Mirror 
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What's his 


advertising 


aaoht? 
weight? 


WELL, he’s accepted, self-assured, 
knows the soft spots of everyone in the 
house and is dug right in with the 
whole family. What more could you 
want in a salesman? The same 
exceptional gifts, translated into terms 
of space, mean a regular announce- 
ment in JOHN BULL, carrying 
your message with the same sure 


touch, into considerably more than a 


million of Britain’s mass 


market families. 


DAROUTUS, COMMAS FRESE LID. POPE, LONE 2044, LUMDOM, WC 8 ALL-ROUND VALUE AMD 4 SQUARE 
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M.P. TO ASK ABOUT ‘STATE MONOPOLY | 
MOVE TO KILL COMPETITION’ 


The threat to private enterprise advertising through the 
decision of the British Transport Commission not to accept 
advertisements on buses and railways from removal and road 
haulage firms in direct competition has been denounced by 


private removal interests as an 
unwarrantable move by a State- 
run monopoly to kill compe- 
oe 

A British Transport Commis- 
sion spokesman defended the 
decision as “normal business 
prudence’’. 

The Commission's action is to 
be the subject of a question in 
the House by Mr. C. W. Black, 
Conservative M.P. for Wimble- 
don. 


Mr. John Day, president, 
National Association of Furn- 
ture Warechousemen and Re- 


movers, stated: “For years before 
the railways and transport were 
nationalised, our members adver- 
tised extensively with the railway 
companies and on the buses. Now 
we are told that it is a matter of 
policy that private firms in com- 
petition with the State-run jugger 
naut will be denied the facility of 
advertising on railway stations 
and buses.” 

Mr. G. M. Steele, manager, 
Martells of Sutton Ltd., said: 
“Slowly We seem to be arriving 
at the thick end of the wedge. In 
time, perhaps we shall be told 
we must not advertise in tele- 
phone directories or even on a 
public highway.” 

A Motor Transport editorial 
warns: “Might the B.T.C. not, at 
some future date, decide to in- 
form vehicle, body, tyre, and ac- 
cessory manufacturers that they 
will buy from them no more un- 
less they cease to sell their pro- 
ducts to free competitors? Will 
we next sce notices being issued 
to free hauliers to quit the many 


railway arches which for so many 
years have housed goods vehicles 
which have now become compet: 
tors.” 

A BTC. official said “Under 
the Act the Commission was ob- 
liged to acquire a number of 
road haulage firms and furniture 
removal businesses. From the 
point of view of the undertaking 
as a whole we are now in com- 
petition with a number of firms 
which have not yet been acquired. 

“It is normal business practice 
not to flaunt the claims of com- 
petitors on your own advertising 
sites,” 

Denying that the Commission 
was a monopoly he said: “Out of 
500,000 haulage vehicles on the 
roads, We operate about 40,000.” 


100,000 IN ‘EAGLE’ 
YOUNG READERS’ CLUB 
Hulton Press cnnounced this 

week that membership of the 
young readers club attached to 
Eagle is more than 100,000. 


Transport Commission Ad. Ban: 
Commons Question 


= al 


Associated Newspapers an- 
nounce the largest net sales in the 
history the Daily Mail 
(2,306,589 for July) and Sunday 
Dispatch (more than 2,500,000 
for August) and a July figure of 
1,740,145 — latest world record 
sale—for 


evening the Evening 


News. 


KEMSLEY’S 5 PER CENT 

The directors of Kemsley 
Newspapers Lid. announce that 
an interim dividend of 5 per cent 
less tax will be paid on the Ord- 
inary stock. 


Silverstone If — 


A well-known motor car com- 
ny, Which is taking part in the 
Daily Express cat race at Silver 


stone on August 26, has ac- 
quired from W. H. T. Tayleur 
(Publicists), Lid., the sole rights 


for sky-writing advertising on the 
day. 

te is understood that the sky 
writing will be used only after the 
race is over and then only if the 
firm's entries win the race. 

The same firm has also ac 
quired from Tayleur's the sole 
rights for aerial banner advertis- 
ing on the day of the race, not 
with a view to expleiting them, 
but in order to prevent any other 
firm from using this kind of pub- 
licity. 


C.W.S. Blames*Hamstringing’ For 
£250,000 Mail Order Loss 


Fears that the Co-operative 
Wholesale Society's mail order 
service (By-Post Service Ltd.) 


* would compete to the detriment 


of local retail Co-ops were behind 
the decision to wind up the ser- 
vice, which has lost nearly 
£250,000 in three years. 

The C.WS. had argued that the 
failure of the service was due to 
the “hamstringing” resolutions 
placed upon it by the local socie- 
ties (which contro! the C.W.S.) in 
order to protect their own 
interests. 

One of these restrictions, states 
a CWS. official, was that the 
mail order advertisement must 


carry an announcement stating 
that the goods advertised were ob- 
tainable from the local “Co-op.” 
The result was that the intending 
purchaser went straight to the 
local Co-op. instead of buying 
through the mail order service. 


The C.W.S. directors’ resolution 
for continuing the service was 
defeated by 8,857 to 1,181. h 
is understood that many of the 
societies that voted in favour of 
the resolution did so because they 
felt that the Co-operative Move- 
ment should try to capture part 
of the vast trade that pours into 
the mail order houses week by 
week. 


EVENING HEWSPAPERS ; 
Stoke-on- [rent 


Post, Swansee. rintol 


Telegraph. Herald of 


Hel Dely Mal. Evening Sentinel. 


Derby Evening Telegraph South Wales Evening 


Bvening World. Lelceser Pvening Mai 


Grimsby Evening Telegraph. The Citizen, Gloucester. Otoucestershire 
Echo, Cheltenham. Lincolnshire Echo. 

WEEKLY NEWSPAPERS : Yorkshire 
Staffordshire Weekly Sentinel, Stoke-on-Trent. Grimsby Saturday 


& Lincolnshire Times, Mull. 


Wales, Swansea Chehenham Chronicle. 


NORTHCLIFTE NEWSPAPERS GROUP U" 


Advertisement Director * 8. H. Penney ‘ Carmelite House, London, E.C.4. Cen. 6000 
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The Adprint space selling tean 
take a look round the Festival 


vite on the South Bank. Left to 
right: Pat Lawrence, A. E. Caow- 
lishaw, and Betty van Gene, with 
P. de L. Dyson-Skinner of the 
Festival office 


“Minister's” Will 
Reappear When... 


When normal times return 
Ministers Gazette of Fashion 
will again be produced as a 
quality monthly for the tailoring 


trade, states an editorial note in 
Tailor and Cutter, which has in 
corporated the Gazette. Under 
present conditions it would be 
uneconomic to run the magazine 
as & Separate entity 

Some features of Minister's 
will appear in Tailor and Cutter 


256 


One-man Censorship For 


1951 Catalogue Ads. 


ADPRINT ANNOUNCE RATES, 10° COMMISSION 


Seven official catalogues, 
guide books, and catalogue- 
guides containing advertise- 


ments are to be published for 
the 1951 Festival of Britain. 
Advertisement sections in each 
case will go to press on Novem- 
ber 30. Agency commission of 
10 per cent will be allowed. 

A controlling authority—prob- 
ably one man-—will be appointed 
to approve every advertiser and 


every advertisement submitted 
for publication. 
Mr. A. E. Cowlishaw, newly 


appointed director of advertising 
for Adprimt Lid. who were lax 
week appointed space represen 
tatives for the official publica- 
tions, announced space rates and 
mechanical details last week. 

A common format has been 
adopted. Page type area in every 
case will be 8) x 6 in., and no 
bleeds will be accepted. Screen 
for half-tones is 120. 

Iwo publications will be de 
voted to the South Bank Exhi 
bition. The exhibition guide con 
sisting of 160 pages (96 editorial) 
will sell at 2s. 6d. Initial print 
order is 2 million copies and ad- 
vertisement rates (full colour 
only) are £750 per page 

The South Bank Catalogue ot 
Exhibits will consist of 608 pages 
(400 editorial) containing about 


U.S. Govt. To Control Newsprint ? 


Early official action in the 
United States to set up priorities 
on the distribution of newsprint 
is forecast 

The Democrat Representative, 
Emanuel Celler, who recently 
completed an inquiry into news 
print “monopoly practices,” has 
stated that the Korean war situa 
tion will inevitably lead to a 
newsprint allocation plan 

“lam certain that hoarding of 
newsprint is already taking place,” 
he said. “Il am not so naive as to 
think that the publishers, especi- 
ally of the larger newspapers, are 
not filling their warehouses.” 

Denouncing the Canadian 

newsprint monopoly,” Mi 
Celler declared that it was 
“shocking” that the Canadian 
horder had been utilised as a 


hd al 
P.R. Campaign For 
Magimix 

A Magimix domestic mixing 
machine has been launched with 
the backing of an extensive pub 
lic relations campaign handled by 
W. H. T. Tayleur (Publicists) 
Ltd 

The campaign included a pri- 
vate and Press party at Grant's 
Croydon, on Monday morning 


barrier to the enforcement of 
United States’ anti-trust laws— 
especially seeing that much of the 
Canadian newspaper industry 
was owned by U.S. interests, and 
that the United States was almost 
the sole customer of the mills. 


~e . 
E.D.A. Film Success 
. 
At Venice 
One of the British Electrical 
Development Association's edu- 
cational films “Electro-<Chemis- 
try,” has been awarded first prize 
in Section B, Scientific Films 
(Chemistry), at the International 
Film Festival now at Venice. 
Another of the E.D.A. educa 
tional films “What is Electricity” 
was among the 49 British films 
presented at the Festival 
Electro-Chemistry” was pro- 
duced by Frank A. Hoare, of 
Merton Park Studios Ltd., an as- 
sociate of the Film Producers 
Guild. It is one of the latest series 
of films made for B.B.D.A. for 
distribution to schools. 


The weekly net sales of the 
Cambridgeshire Times Group for 
the six months ended June 30 
was 64,292, an average weekly 
increase of 1,640 over the 
previous six months (A.B.C.). 


20,000 listings of all exhibits, with 
acknowledgments and credits to 
firms contributing to exhibits 
Initial print order is 100,000 
copies, selling price will be 10s, 
and ad. rates £275 (full colour) 
or £200 (black and white). 

For the other five central 
events, catalogue guides will be 
published as follows: 

Architectural Exhibition: 9% 
pages (48 editorial); print order, 
150,000; selling at 2s.; page rate 
£225 (full colour), £150 (blacx 
and white) 

Science Exhibition: 96 pages 
(32 editorial, 16 acknowledg- 
ments); print order, 150,000; sell- 
ing at 2s.; page rates, £225 (full 
colour), £150 (black and white). 

Industrial Power Exhibition: 
96 pages (32 editorial, 16 acknow- 
ledgments); print order, 200,000; 
selling at 2s.; page rate, £250 
(colour), £175 (black and white) 

Festival Ship Campania Exhi- 
bition: 96 pages (34 editorial, 30 
acknowledgments), print order 
150,000; selling at 2s.; page rate, 
£225 (colour), £150 (black and 
white) 

Land Travelling Exhibition: 
160 pages (20 editorial, 108 ack- 
nowledgments); print order, 
200,000; selling at 2s.; page rate, 
£250 (colour), £175 (black and 
white). 

While these seven are the only 
publications carrying ads. spon- 
sored centrally by the Festival 
Office, many handbooks, cata- 
logues and guides will be pub- 
lished for exhibitions organised 
by local authorities, and may in 
that sense be described as 
“official.” One of these is the 
Official Souvenir Festival North- 
ern Ireland Handbook to be pub- 
lished by H. R. Carter Publica- 
tions Lid., Belfast. It will be a 
clothbound book of 250 pages. 
Basic advertising rate is £100 per 
page, colour extra. Selling price 
is 6s. and print order 20,000 
Agencies will be aliowed 15 per 
cent commission 
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AD. EXHIBITION 
FOR 1951 


The Advertising Association is 
to sponsor an Advertising Exhi- 
bition in conjunction with the 
International Advertising Con- 
ference (Great Britain) 1951, the 
theme of which will shortly be 
decided. It has been agreed that 
the Exhibition will be for dele- 
gates only 

The director of the Advertising 
Association (Mr. Drummond L 
Armstrong) asks that if other 
organisations cngaged in advertis- 
ing. merchandising or publicity 
are contemplating sponsoring 
exhibitions at the time of the 
Conference (July 9-13, 1951) or 
im connection with the Festival 
of Britain, they should communi- 
cate with him, in order that 
duplication of theme may be 
avoided, and the various efforts 
co-ordinated for the benefit of 
the delegates to the International 
Advertising Conference. 


They Will Organise 
Clubs Day 


A sub-committee of the Pro- 
gramme Committee of the Inter- 
rational Advertising Conference 
(Great Britain) 1951 has been 
formed to make the arrangements 
for the Clubs Day of the Con- 
ference. 

The chairman of this sub- 
committee is Commander Alan 
Robertson-Macdonald (chairman 
club velopment committee). 
Mr. W. R. Balch (a vice-president 
of the Publicity Club of London) 
is the honorary secretary of the 
sub-committee. 


Other members are: Frank 
Coulson (president, Publicity 
Club of Leicester); W. H. 
Gollings (chairman, Publicity 
Club of London); W. H. Hamp 


Hamilton (vice-chairman, C.D.C. 
and a past president of the Pub- 
licity Club of Glasgow); Derek 
Roe (chairman, Manchester Pub- 
licity Association); George Wor- 
ledge (chairman, Regent Adver- 
tising Club) 

Mr. Balch was the organiser of 
the Clubs’ Conference at Harro- 
gate in 1948. 


The winning entry 
in a window dress- 
ing competition for 
the book “Italy,” 
published by Me 
Graw Hill Publish- 
ing Co. Lid. was 
arranged by T. A 
Joy, book depart- 
ment manager of 
the Army = and 
Navy Stores, who 
won a free trip to 
Rome. “Italy” is 
the first book pub- 
lished by McGraw 
Hill in their World 
in Colour series 
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Hard Selling 


‘ADS. TO APPEAR EVERY DAY FOR YEAR 


Procea Products Ltd., maker 
of Procea Bread, are launching 
an expanded campaign through 
their agents, Dorland Adver- 
tising Ltd., in which the appro- 
priation will te six times that of 
the 1946 figure. 

Behind this fact is the story of 
how planned and co-ordinated 
advertising has nurtured goodwill 
through adverse market condi- 
tions tll the time was ripe to reap 
the sales benefit. 

Procea Bread was first adver- 
tised a few years before the war 
on a very hmited appropriation, 
but from the outset it was clear 
there was plenty of scope for this 
bread. The war years intensified 
the demand, and in 1946 market 
research confirmed that there was 
a big public waiting for a whiter, 
protein-enriched, better-keeping 
bread than the national loaf. But 
apart from the usefulness of in- 
creasing demand at that time, it 
would have been contrary to the 
national interest to detract from 
the national loaf. 

Therefore, Procea did not 
adopt a strong, selling story with 
“reason why” copy Instead, 
they set about making the name 
Procea familiar to the public, by 
novelty and an unusual approach. 
against the time when they could 
go in for hard selling. Press ad- 
vertisements and posters made use 
of twisted proverbs and eccentric 
drawings which gained an atten- 
tion value far beyond the ex- 
penditure. 

There has been consistency. 
almost since 1946, in the use of 
advertising slogans “Once tasted 
never wasted” and “Make Procea 
your daily bread,” in the use of 
Procea colours, yellow and blue, 
and the “trade mark” character, 
the little baker man. Children’s 
jig-saw puzzles, painting blocks, 
games, etc., were distributed free 
by Procea bakers, whose co- 
operation was further ensured by 
a full range of point-of-sale 
material and sales-aids such as 
Procea bags, wall-clocks, rubber 
mats, letterheads, c'c 

Another way in which Procea 
aroused trade interest, was an 
annual sales convention at which 
the Procea Gold Cup is awarded 
to the baker who bakes the best 
loaf. Last year some 700 bakers 
attended and were afterwards 
entertained at the Dorchester 
This year Procea expect 1,000 to 
attend 

All this activity meant that 
Procea would be ready to take the 
field as a nationally known name 
when the time came for hard 
selling. 

Media to be used in the new 
campaign are national dailies and 
Sundays, provincial dailies and 
weeklies, suburban weeklies and 


women’s magazines. When the 
scheme is in full swing there 
should be at least one Procea 
advertisement appearing daily 
somewhere in Britain 

Co-operative advertising, shar- 
ing costs for Press and posters, 
is being arranged with bakers in 
Bristol and other centres 

Posters will be used in selected 
provincial centres and the public 
relation service, handled through 
Dorland’s by F. J. Lyons Ltd., 
will continue to feed the women's 
pages with recipes, and the local 
papers with news items. 

Campaign policy is being co- 
ordinated by Mr. S. A. Lancaster. 
Procea managing director, and 
Mr. I. C. Stamp, advertising man- 
ager. 

Success of this advertising 
policy is shown by Procea sales 
which have shown a regular rise 
each year. To-day they amount 
to 2 million loaves a week. With 
the re-introduction of other 
Procea lines the stage is set for 
a further step forward in sales 
development. 


Above, an earlier Procea ad. 
Right, one appearing now. This 
series will shortly be replaced 
with one of broader family appeal. 


Advertising Expands, Switches 
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Outdoor Restrictions In 3 Towns 


Cheltenham Plan 
[Approved 


The Minister of Town and 
Country Planning has confirmed 
an application to make certain 
parts of the Borough of Chelten- 
ham areas of special control for 
outdoor advertisements. 

The order, as submitted, 
covered the whole of the 
borough, but at the local inquiry 
held on March 14, the town clerk 
withdrew proposals for special 
contro! for certain commercial 
and industrial parts of the town 
This followed negotiations with 
the Outdoor Advertising Industry 
Advisory Council, who were 
represented at the inquiry 

No objections were made to 
these proposals, and bearing in 
mind the amenity of Cheltenham 
the Minister said he found no 
reason for disagreeing with them. 


Brighton 


Electric signs are not to be per- 
mitted on hotels in Regency 
Square, Brighton, following the 
decision, announced this week, of 
the Minister of Town and Coun- 
try Planning, on a public inquiry 
held earlier this year, in which 


the Master Sign Makers Associa- 
tion appealed against a ban im- 
posed by Brighton Corporation. 

The Minister says that the 
hotels form part of a terrace of 
Regency buildings of architectural 
interest in a locality which pre- 
sents a pleasant open and well- 
ordered appearance. 

“The display of a sign, whether 
Wluminated or not, would de- 
tract from the dignified appear- 
ance of the terrace and of the 
square as a whole, and would, 
for that reason, be prejudicial to 
amenity.” 


Gillingham 


An appeal by Partingtons Kent 
Poster Advertising Co. Lid 
against the refusal of Kent 
County Council to allow the dis- 
play of a hoarding at London 
Road, Rainham Mark, Gilling- 
ham, has been dismissed by the 
Minister of Town and Country 
Planning 

The Minister considered the 
display of a hoarding on the pro- 
posed site, which faces the main 
road and adjourns an _ iron- 
monger's shop, would be out of 
keeping with the residential fea- 
tures of a pleasant locality and 
would be prejudiced to amenity. 


ADVERTISER'S WEEKLY 


Glasgow 
Vehicle Ads. 
Defended 


Allegations that commercial 
advertisements had “made a 
mess” of Glasgow's transport 
vehicles were refuted at last 
week's Corporation meeting 

Asked if he was satisfied with 
the type and display of the adver- 
tisements, the transport commit- 
tee convener replied that they 
were submitted by the advertis- 
ing agents (Frank Mason & Co., 
Lid.) for approval The main 
object of the advertisements was 
to obtain increased revenue, and 
care had to be taken that un- 
necessary obstacles were not 
placed in the way of the agents 

A councillor contended that 
the tramears had been described 
as “an unholy mess” and referred 
to an advertisement for a foot 
ball pool 

The convener disagreed that 
the tramcars were a mess, and 
explained that the Corporation's 
decision allowed the placing of 
pools advertisements 

Under the heading “Welcome 
Return” the Glasgow News com 
mented 

“However critical may be some 
comrrents on the wheme the need 
for additional revenue to bridye 
the financial gap in running costs 
is pretty evident from the Corpo- 
ration accounts published to-day 

“Next year about £50,000 
shou'd accrue from tram and bus 
advertisers.” 


MAY ADVERTISE 
ON OWN LAND 


When a recommendation to 
allow A. Quick & Co., Ltd, to 
erect and display advertisement 
signs for three years on a hoard- 
ing adjoming the railway, was 
referred back to the Plans Com- 
mittee by Clacton Council, Coun- 
cillor C. H. Chaston said; “It us 
a recognised axiom that a man 
should be allowed to advertise 
on his own land.” 

The hoarding would be ™O ft. 
by 10 ft. and would be used for 
general advertising purposes 

Councillor H. P. King said that 
unless they “nipped this in the 
bud” they would be getting hoard 
ings all along the line as people 
entered Clacton 


INN SIGN APPEAL 


An objection to an iluminated 
inn sign-—the familiar “Hunts- 
man”-—was made at a Ministry of 
Town and Country Planning in- 
quiry in Manchester 

Oldham Sign Services of Leeds 
for Joshua Tetley & Son Lid 
appealed against the refusal of 
Manchester Corporation to allow 
the sign at the “Old House at 
Home.” Withington. Manchester 
The decision will be announced 
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ADVERTISER'S WEEKLY 


Campaign To Put Four Million Scotch 
Kippers On U.S. Tables | Pack 


HAMBRO EXPORT CORPORATION TO TEST 
EIGHT MARKETS FOR HERRING BOARD 


Advertising campaigns for 
Scotch kippers, employing Press, 
radio, television and direct mail, 
will begin next month in eight 
districts in America, and one in 
Canada, aiming to sell four 
million kippers between Septem- 
ber and May. 

Kippers are almost unknown 
in America, and these are test 
campaigns planned after a survey 
carried out by Patrick Dolan for 
the Hambro Export Corporation, 
on behalf of the Herring Industry 
Board in Scotland, who in this 
instance afe operating through 
British Kipper Exports Ltd. The 
advertising appropriation bears a 
direct relationship to sales. If 
the tests are successful the opera- 
tion will be extended in future 
years. 

Victor A. Bennett, a New York 
advertising agent, is to handle 
the campaign. Mr. Bennett is an 
Englishman who went to America 
20 years ago 

Only herrings caught in the 
best season—during summer 
wil! be sent there. They will be 
ackaged in a transparent wrap- 
per, labelled “Queen ef Scots,” 
deep frozen, and transported in 
refrigerator ships to U.S. ports 
with cold storage facilities. 

The test areas are New Eng- 
Jand, Boston, Providence, Hert- 
ford, Greenwich, New York 
tate, Philadelphia, Chicago and 
Intario in Canada. The west 


The whole of this year's ship- 
nent could be sold through hotels 
nd restaurants, but because of 
he desire to build a permanent 
arket in America, which must 
rest on household consumption, 
the approach is being made to 
housewives as well as to catering 
establishments. 

A typical campaign would fol- 
low four phases: the fish would 
be landed and a broker ap- 
pointed; a direct mail campaign 
would be addressed to exclusive 
customers (retail outlets) and at 
the same time a public relations 
campaign would be mounted, 


comprising editorial publicity, 
radio interviews, television 
demonstrations, and kipper 


breakfasts for women’s clubs and 


Austrian Daily Sold 

The Vienna daily, the Welr- 
presse, published by the British 
Information Services, has been 
sold to the People’s Party Press 
Service for about £170,000. Since 
it was started nearly five years 
ago almost £500,000 profit has 
been made. The paper has a 
circulation of about 100,000. 


(Keystone photo 
A pair of kippers as they will 
appear in the U.S. 


the Press; then, when maximum 
distribution had been achieved, 
the advertising campaign would 
break, using newspapers, home 
magazines, radio and television. 
though the last two media would 
not always be employed together. 

Campaigns will be modified to 
suit local requirements. 

Because kippers are so little 
known in America, Press adver- 
tisements and television demon- 
strations will show how the kip- 
per is cooked and eaten. Adver- 
tisements will feature such per- 
sonalities as the chef of the Savoy 
Hotel, London, and British film 
stars in America. With each pair 
of kippers will go an instruction 
leaflet. 

Before the campaign starts, a 
kipper breakfast is being given 
to the American Press in London. 


Australian Papers 


Sponsor Magazine 

Advertisers and agents were 
the first to be informed that two 
Australian newspapers, while 
remaining independent, were 
merging common interests in a 
new £1 million magazine com- 
pany. 

They are the Melbourne 
Herald, published by the Herald 
and Weekly Times Ltd. Mel- 
bourne, and the Sydney Morning 
Herald, published by John 
Fairfax and Sons, Sydney. The 
former company’s weekly maga- 
zine, Woman's Day, and the 
latter's fortnightly Home are 
being combined in the new maga- 
zine, Woman's Day and Home, 
which will appear weekly as from 
September 25 

The magazine will be launched 
with a heavy barrage of adver- 
tising 

Advertisement manager is Mr. 
Lyall Thompson, for 14 years 
advertisement manager of the 
4ustralian Woman's Weekly. 

London representative of 
Woman's Day and Home is Mr. 
John H. Blanch, Melbourne 
Herald, 85 Fleet Street. 


Skinner and Wilkinson's book, 
Screen Process Printing 1951, is 
to be published next month. 


Packaging Team To 
Discuss U.S. Study 


The specialist team on packag- 
ing. headed by Mr. G. M. Ash- 
well, packaging advisor to LC.L. 
which recently went to America 
under the auspices of the Anglo- 
American Council on Productivity 
to study U.S. packaging practice, 
has been booked by the Institute 
of Packaging to discuss its report 
and answer questions at three 
open meetings of the Institute in 
October. 

The meetings will be at the 
Waldorf Hotel, Aldwych, on 
Thursday October 5 at 6 p.m., 
at Houldsworth Hall, Deansgate, 
Manchester, on Wednesday, Octo- 
ber 11 at 2.30 pm. and at 
Imperial Hotel, Birmingham, on 
Monday, October 16 at 6 p.m. 

The team’s report is expected 
to be published in the autumn. 


Newsprint Mill For 
Vancouver Island 


A new newsprint mill, designed 
to produce from 75,000 to 100,000 
tons annually, is to be built near 
Duncan Bay, Vancouver. Island, 
and should be in production in 
two years’ time. 

It will be erected by a newly- 
formed Elk Falls Company, 
which will be jointly owned by 
the Canddian Western Lumber 
Company and Pacific Mills. 
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Canada Markets 
‘Neglected’ 


Mr. Philip D. Priestman, man- 
aging director, Priestman Bros. 
Lid., Hull, exporters of earth- 
moving equipment, writes in the 
Board of Trade Journal 

The Canadian market can 
only be tackled successfully by 
first-hand investigation of sales 
and marketing technique and 

a thorough appreciation of the 

high standard of service thu 

is expected of British manu- 
facturers of contractors’ plant; 
but it is impossible to over- 
emphasise these points, as they 
have so frequently been neg- 
lected by British exporters in 
the past, to such an extent that 
there is still a feeling among 
many Canadians that British 
firms are only “playing” with 
their market. 

. . 

P.R. Tie-Up With 

> . 

The Dominion 

Sidney-Barton Ltd., public re- 
lations consultants, and Editorial 
Services (Canada) Ltd. have con- 
cluded an arrangement whereby 
they will make mutual use of each 
other’s public relations and pub- 
licity services here and m Canada. 

United Kingdom representative 
of Editorial Services (Canada) 
Ltd., which is the public relations 
division of the Walsh Advertising 
Organisation, is Mr. Powell 
Smily. Sidney Barton is affiliated 


to the S. T. Garland Advertising 
Service Ltd. 


D.E.B. Booklet Tells How To Sell 
Capital Goods In Dollar Markets 


A section dealing with public 
relation, publicity, advertising, 
conventions, exhibitions, and 
demonstrations is included in 
Dollar Sales-—-3—Capital Goods 
third of the Dollar Exports 
Board's booklets dealing with 
selling to the North American 
markets. 

The need for a properly co- 
ordinated publicity scheme is 
stressed. “The selection of the 
right consultant in this field is 
often as important a choice as 
the selection of the right represen- 
tative.” 

Other points made are: 

The job of public relations is 
broadly, to formulate a clear pic- 
ture of the compary and its pro- 
ducts and to see that in all con- 
tacts with the trade and public 
this picture, and this picture only 
is put forward. 

Every profession, industry, ser- 
vice club and even buyers’ group 
will hold a convention some time 
during the year. Many Ameri 
cans think it worth while to do a 
little advertising at these conver- 
tions by such means as distribut- 
ing free books of matches bearing 
their names. 

Moreover, each convention will 
afford the opportunity of an exhi- 
bition of the various products by 


the members attending it. 

Every representative or pub- 
licity man should know peisonally 
as many technical editors as pos- 
sible. Scientific and engineering 
developments are much more 
news in the U.S. and Canada than 
here. 

Although American trade 
magazines are widely read in 
Canada, the most influential 
magazines there, having the 
largest circulation and _ the 
largest reading audiences, are 
Canadian. Whoever prepares the 
advertising and publicity material 
must be fully familiar with North 
American terminology. 

Capital Goods is being distri- 
buted to individuals and firms 
throughout the country by the 
Federation of British Industries, 
the National Union of Manufac- 
turers, and the Association of 
British Chambers of Commerce. 
Copies may be obtained, orice 2s.. 
from the Dollar Exports Board. 


Mr. John Armitage, London 
editor of Encyclopaedia Britan- 
nica has moved to 90 Dean 
Street, W.1. The administrative 
offices of Encyclopaedia Britan- 
nica Ltd., with the films division, 
have moved to Britannica House. 
Dean Street, W.1. 
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B.L.F. Publicity To Tie In 
With 1951 Festival 


RECORD APPLICATIONS FOR STANDS 


The world publicity and 
advertising campaign for next 
year’s British Industries Fair 
(April 30-—-May 11) opens this 
month with a _ 130,000-piece 
direct mail shot to overseas 
trade buyers. The rest of the 
campaign, which aims to attract 
more than last year’s record 
number of 19,005 overseas 
buyers, is now being prepared. 

Besides telling buyers that the 
next B.I.F. will be the largest and 
most comprehensive trade fair 
ever organised in Britain, publi- 
city will tice in with the Festival 
of Britain, and it is possible that 
boxes mentioning the Festival 
will appear in displayed adver- 
tisements. 

There is to be another special 
campaign in America, handled 
again by Hewitt, Ogilvy, Benson 
& Mather Inc. Campaigns for 
Britain and for other parts of the 
world are to be prepared by 
Rumble, Crowther & Nicholas 
Ltd, and placed abroad by 
British Expert Trade Advertising 
Corporation 

The appropriation remains the 
same as last year, except that the 
allocation of sterling for adver- 
tising in America has been in- 
creased to offset the disadvantages 
of devaluation, so that the same 
sum, $100,000, will be available 

It is still possible that a separ- 
ate campaign, operated from 
Britain, will be mounted in 
Canada, but this has not yet been 
decided. Mr. Neville Shepherd, 
director of information, B.LF., is 
now in America having discus- 
sions with American contacts 

The B.LP. says this week that 
the response to application forms 
for space is already an ail-time 
record, and indicates that this will 
be the largest and most compre- 
hensive trade fair ever organised 
in Britain. The forms were sent 
out during the middle of July and 
by the end of July twice as much 
space had been applied for as at 
the corresponding period for any 
previous Fair. The organisers are 
arranging to extend the stand 
space as far as the limits of the 
fair buildings, and the interests 
of the exhibitors will allow. The 
closing date for applications is 
August 19. 


ART REPRO PULLS 
WHILE YOU WAIT 


The equivalent of an art repro 
pull in a few minutes, saving 
time and moncy on urgent type- 
setting jobs, can, it is claimed, 
he achieved by “Cardatype,” a 
new prinffhg system with many 
applications. marketed by Carda- 
type Ltd.. 114 Slough Lane, Lon- 
don. Phillips Advertising Ltd. are 
the agents, 


Many industries are preparing 
special displays: the textile in- 
dustry has announced a display 
of textile products which will be 
a “major effort” and one of the 
finest textile displays ever as- 
sembled. Applications for space 
in it now total more than twice 
the area occupied by textiles in 
the 1950 B.LF. At Birmingham 
the greatest demand is for the 
enginecring and outdoor sections 

B.LF.'s best year for exhibitors 
was 1948, when 3,430 partici- 
pated. The best year for space 
was 1950, when there were 
983,973 square feet of stands. 
Both these records are likely to 
be broken by the 1951 Fair. 


‘The Local’ Praises 
Resort Publicity 


In its issue of August § the 
Llandudno Advertiser says “The 
wider advertising of Llandudno’s 
attractions which has been the 
persistent policy of the Llandudno 
Publicity Association has un- 
doubtedly extended Liandudno’s 
fame in many new directions and 
there are large numbers of new- 
comers enjoying Llandudno's 
hospitality.” 

Mr. F. W. Jefkips, resort pub- 
licity manager, says Press ad- 
vertising has been mainly respon- 
sible for a record demand of 
45,000 inquiries for holiday 
guides and accommodation lists 
The 1954 Holiday Guide is now 
being prepared. 


W.HLS. In Canada 

The first Canadian bookshop 
of W. H. Smith & Son (Canada) 
Ltd. -will open in Toronto on 
September 20. Upon the success 
of this branch depends the deve- 
lopment of a chain of W.HS. 
bookstalls in Canada. 


in the new Cyril Lord Fabries showroom, in Cavendish Square, wall 


panels provide the display setting. 


Each is fitted with studs which 


can be replaced by pegs on which the fabric can then drape, and a 
carefully lighted neutral background concentrates attention on the 


designs. 


The showroom is in keeping with the advertising and pub- 


licity launched by Greenly’s Lid. for Cyril Lord earlier this year. 


Advertising Opportunity In South 
Africa: £90m. Market Untapped 


The failure of British adver- 
tising to tap a native market 
estimated to be in the region 
of ninety million pounds is 
discussed in an article on “Adver- 
tising and Selling to Natives in 
South Africa” in the July Betro 
Review, organ of the British Ex- 
port Trade Research Organisa- 
tion. 

The report is that of a Betro 
representative following a meet- 
ing with the Bantu Press, main 
publishers of native papers. 
Amiong the points he makes are; 

Circulation figures of native 
newspapers are misleading, since 
only a small proportion of natives 
are literate, and it is usual for 
the literate to read the choice 
bits of news to the rest, who con- 
tent themselves with scanning the 
advertisements and enjoying dis- 
cussion on them. 

Three-quarters of the a 1 of 
an advertisement lies in the illus- 
tration. An advertisement with- 
out an illustration is nearly use- 
less, and one with a wrong pic- 
ture can be worse than useless. 

In spite of this no advertising 


‘Colour Reproduction Too Expensive For 
Large-Scale Application In Advertising’ 


That the cost of colour repro- 
duction will have to be substan- 
tially reduced by technical im- 


provement before its regular 
employment on a large scale can 
be contemplated in advertising 
or editorial art is the conclusion 
of an article on “Colour Photo- 
graphy in Advertising” in Art 
and Industry. 

Admittedly it is a great deal 
easier to make this declaration 
than to find means for putting it 
into effect (states the article). It 
may well be that our present con- 
ception of suitable media for 
translating an image in colour on 
to paper for mass readership will 


have to undergo radical revision, 
perhaps even to the extent of 
having to abolish printing ink 
altogether. 

Looked at in this way, thoughts 
turn to the increasing versatility 
of electronic processes or to the 
possibilities of sensitized paper, 
or a combination of the two. 
Elaborate research is indeed being 
conducted at the present time 
and there is an enormous future 
for the first successful process, 
however radically different, that 
will give us colour of the highest 
quality at a price which is com- 
petitive with that now ruling for 
black and white reproduction. 


agent in the Union has a native 
department. Only one or two ad- 
vertisers produce advertisements 
especially for the native Press. 

Brand names are important, 
and the brand should always have 
an easily identifiable pictogram 
with the words. The advertise- 
ment should be in English and 
the local native patois. For the 
nation-wide papers, three langu- 
ages, English, Zulu and Sesutu, 
should appear simultancously or 
be alternated. 

Very little English copy in- 
tended for Euroneans is suitable 
for direct insertion in an appeal 
to natives. Pictures of people 
should be changed from Buro- 
peans to natives, and the situa- 
tions should be changed into 
native situations. Natives should 
never be caricatured 

Native houses are, on the 
whole, badly lit. and it is im- 
portant that small print and over- 
crowded advertisements should be 
avoided. 


Dublin Horse Show 


Stands Brighter 


The Royal Dublin Society 
Horse Show, held at Ballsbridge, 
Dublin, during the past week, re- 
vealed a much brighter aporoach 
to stand design for commercial 
exhibitors than has been notice- 
able in recent years. The use of 
plastics, however, was not great 
and the improvements were gen- 
erally noted in the stand design 
and presentation of products. 
More firms than usual introduced 
machinery to their exhibits, and 
one stand which attracted most 
attention was that of Dunlop, 
where girls were making golf 
balls. 

There appeared to be a dearth 
of literature, and a number of 
complaints were heard of people 
who had inquired at some exhibit 
about detailed information in 
leaflet form but were told that 
none was immediately available 
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County Cricketers For 
“Two Freds’> Match 


Teams for the Two Fred's 
cricket match, to be played on 
September 6 at Finchley, are to 
be selected from the following. 

Fred Harradence’s XI; P. S. M. 
Auld (C. D. Notley Advertising 
Lid.), Beckenham C.C.; W. G 
Barney (BE. W. Barney Ltd.), By- 
fleet CC; J. A. Carpenter 
(Young & Rubicam Ltd.), High- 
gate C.C.; F. G. Croucher (Erwin, 
Wasey & Co., Ltd), Northum- 
brian C.C.; M. J. Daly (C. & E. 
Layton Lid.), Pree Foresters and 
Stanmore C.C.; V. C. Geeson 
(Dudley Turner & Vincent Ltd.), 
Burgess Hill C.C.; H. H. I. Gib- 
bons (Capt) (Press Appliances 
Ltd.), Worcestershire and Hamp- 
stead C.C.; D. S. Griffiths (Severn 
Publicity Ltd), Old Carolian 
C.C.; H. Lee (Rumble, Crowthe: 
& Nicholas), Old Strandians C.C.; 
H. W. Louis (Chas. Barker & 
Sons Ltd.), Hampton Wick Royal 
C.C.; L. J. Phillips (Amalgamated 
Press Ltd), Essex and Woodford 
Wells CC M. J. A. Walters 
(Kemsley Newspapers Ltd.), N.W 
Polytechnic C.C.; P. Westerman 
(Fine Art Engravers Ltd.), Surrey 
and Hounslow C.¢ 

Fred Staughter’s XI: V. G. 
Sherren (Capt.) (National Trade 
Press Ltd.), Blackheath C.C.; J. H. 
Clark (Erwin, Wasey Ltd.), Black- 
heath C.C.; J. W. A. Stephenson 
(Hulton Press Ltd.), Essex and 
Army; B. A. Barnett (Aspro 
Ltd.), Australia and Aspro; A. 
Hayhurst (Aspro Ltd.), Yorkshire 
and Aspro; J. Rafter (Keliher 


OBITUARY 
Percy Hinds 


Mr. Percy Hinds, Midland 
representative of the Monotype 
Corporation Ltd. died at his 
Birmingham home recently, aged 
72. He recently completed 50 
years’ service with the Corpora 
tion. Mr. Hinds was in South 
Africa for some time and 
installed the first Monotype 
machine there 45 years ago 

At his funeral the Monotype 
Corporation Ltd. was represented 


by Mr E. Sileock, general 
manager, Mr. G. L. Tinker, sales 
manager, Mr. H. E. Fellows 


assistant representative, Birming 
ham, and Mr. ¢ Holden 
inspector, Birmingham. Mr. R. ¢ 

Elliott, one of Mr. Hinds’ earliest 
colleagues, was also present 


L. E. Fairchild 


The death is reported 
New York of Mr. Louis E. Fair 
child, chairman, Fairchild’s Pub 
lications Aged 81. he was 
brother of the late Mr. FE. W 
Fairchild, founder of ‘the firm 
He leaves a son, Mr. Edgar W. B 
Fairchild, vice-president and trea 
surer of the company. and a 
daughter, Mrs. E. Rouch 


from 


Hudson & Kearns Ltd.), Stan- 
more C.C.; W. A. W. St. George 
(Erwin, Wasey Ltd), Chertsey 
C.C.; B.S. Kiek (W. P. Griffiths 
& Sons Ltd.), Purley C.C.; S. W 
Colyer (Colman, Prentis & 
Varley), Southport and Birkdale 
C.c., G. C. Hitches (E.M.L. Pub- 
licity), West Drayton C.C., S. A 


Stock (Erwin, Wasey  Ltd.), 
Patcham C.C.; J. P. Clayton 
(Kemsley Newspapers Ltd.), 
R.A.P. Association; J. Clarke 
(Sunday Pictorial), lexandra 
Park C.C 


Gibbons (Worcestershiré) has 
captained Fred Harradence’s team 
for some years and requires no 
introduction. Westerman's bow- 
ling will be remembered by all 
who saw last year’s match and his 
outstanding performance for 
Surrey against the West Indians 
is still fresh in the memory 

Sherren again captains 
Slaughter’s XI. His side includes 
such redoubtables as Barnett 
(Australia), Hayhurst (who is 
playing for Yorkshire 2nd XI) 
and Stephenson, who still plays a 
lot of first-class cricket 

The Fleet Street Column Club 
has asked the other London ad- 
vertising clubs to support the’: 
efforts for the match in aid of 
NABS 

At a luncheon at the club on 


Fred 


luesday representatives of the 
Aldwych, Publicity and Regent 
Clubs agreed to support the 


match 


Harry Alan Towers 


7. 
Denies Rumour 

Mr. Harry Alan Towers, prin- 
cipal of Towers of London, 
denied a rumour this week that 
he is thinking of winding-up his 
London business and concentrat- 
ing on the United States His 
American interests are increasing. 
but his London office remains 
fully occupied, and is adding to 

its activities 
In New York this month Mr 
Towers is putting on a series of 
sponsored radio programmes for 
Hovis, featuring Sir Thomas 
Beecham, and this series of pro- 
grammes is being sold to other 
sponsors in other parts of 
America He is also arranging 
two other programmes for Ameri- 

can sponsors 


EDITORS ELECT OFFICERS 
Officers of the Society of 
Editors for 1950/51 are: Chair- 
man, Leslie Whitaker (The Bri- 
tish Packer), vice-chairman, W. 
Bentley Capper (Practical Press 
Ltd.); hon. treasurer, Mackenzie 
Junner (Commercial Motor), 
hon. secretary, Eric Cant (Head- 
light): F Ss Clayton (Crown 
Colonisty, Elise Gordon (Nurs- 
ine Mirror), Robert Hutcheson 
(Machire Shop Maer ney. H 
Pearce Sales (Hotel), J. F. 
Saunders (Off-Licence Journal). 


G 


Hi. S. Morrison 


J. W. S. Keegan has been ap- 
pointed assistant organises of the 
International Advertising Con- 
ference (Great Britain) 1951, and 
will assist Drummond L. Arm- 
strong, director and general secre 
tary of the Advertising Associa- 
tion 

Mr. Keegan is an Australian 
he served in the Roya! Australian 
Air Force in the early days of 
the war, but was released to pub- 
licise recruiting. After demobili- 
sation he became organising pub- 
licity director of the New South 
Wales branch of the Red Cross. 
He has also been campa gn and 
publicity director of the Tax- 
payers Association of New South 
Wales 


* * * 


H. S. Morrison, former assis- 
tant advertisement manager of 
Modern Poultry Keeping, has 
joined Country Landowner as ad- 
vertisement manager 

From 1946 to 1949 he was ad- 
vertising manager with Charles 
Alexander & Co., Litd., of Surbi- 
ton, and before the war managed 
the advertising department of the 
“Key-Flat” organisation. Country 
Landowner until last year was 
known as The Journal of the 
Central Landowners’ Association 


» * * 


Forbes Cheston has been ap- 
pointed liaison secretary of the 
Bond Street Association to co- 
ordinate displays being arranged 
for Christmas and for the Festival 
of Britain next year. He wili visit 
all members of the Association 
regularly to assist them in these 
matters. 

A book entitled Bona Street, 
written by Ivor Halstead, is being 
issued simultaneously in London 
and New York. in December 
1950. The book tells the aory of 
the street and includes also the 
histories of many of the famous 
traders. The publishers are the 
Barcliff Advertising and Publicity 
Co, Ltd. The book will carry a 
number of prestige advertise- 
ments 


Douglas Bain 


Richard Garrett 


Richard Garrett has 
quished his post 
manager, Kemsley 
to rejoin the S. T. Garland Ad- 
vertising Service Ltd., which he 
left in January 1949. He is re- 
search executive. 

Mr. Garrett joined the publicity 
department of Boots Pure Drug 
Co. in 1938; since 1945 he has 
edited the Army Cadet Force 
publications and worked with 
Odhams Press. He is a member 
of the Market Research Society, 
and is at present writing the 
official regimental history of the 
Sherwood Foresters 


relin- 
as promotion 
Newspapers, 


+ * » 


Douglas A. Bain has joined the 
Board of S. H. Benson Ltd. Before 
going to Benson's in 1935 he had 
been a regular Army officer, and, 
rejoined the Royal Hampshire 
Regiment in 1939 He was 
decorated for work in connection 
with “swimming tanks.” After 
the war Mr. Bain returned to 
Benson's, reorganised the re- 
search department, and later 
managed several big accounts. 

* +. + 


Archibald Campbell, formerly 
associated with Industrial Publi- 
city Services and Contact, has 
been appointed advertising repre- 
sentative of Condé Nast Publica- 
tions Ltd. He will work speci 
fically for Vogue, and will also 
have special assignments for 
House & Garden. 

While in the Army Mr, Camp 
bell was at one time in charge 
of the “Germany Under Occupa- 
tion” exhibition, held in Londow 
and subsequently the provinces. 

* * * 


Paul Le Butt has joined the in- 
side staff of McConnell’s Adver 
tising Service Ltd., London office 
He was formerly advertising 
manager of Henry Telfer & Co 
and later of Auto-Combustion. 

+ * * 


W. E. Abbott has been 
anpointed to handle production 
for Diana Studio Ltd. He was 
previously consultant with 
Pioneer Screen Printers. 
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for advertisers and readers alike—that is the new WOMAN AND BEAUTY. 
And with very good reason. Its extra large, colourful, glamorous pages, 
its wealth of up-to-the-minute news, views and exclusive features on every 
aspect of Beauty and Fashion—and everything else a woman wants to 
know—have already made it a “ must” with astute advertisers who are 
determined to profit by its increased prestige and pulling power. The first 
large-size issue is dated NOVEMBER and is fully booked. Much of the 
space in early 1951 issues has been snapped up. Reserve yours NOW. 
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Woman and Beauty 


AN A.P. PUBLICATION e¢ 1/3 MONTHLY © PAGE RATE £150 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., LONDON 
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State Industry’s Threat 
To Poster Users 


N an article on page 268, Richard Garrett turns back the pages 
[« 1926 and reviews prophecies made by prominent advertising 

men of the day. Fortunately for us all, some of the more 
fantastic visions in the crystal have failed to materialise. Flying 
poster sites do not flash along at sixty miles an hour to keep pace 
with a fast-travelling public. Neither do forty-eight sheet posters 
hang from tram and telegraph wires (although the latest in- 
formation is that airships may soon lift sales appeals to the skies). 

In their more restrained moments the prophets were nearer the 
mark. They accurately visualised the development of a code of 
ethics and “the emergence of advertising from an offshoot of the 
hucksters art to a respectable profession.” The industry has 
advanced considerably along this desirable highway sign-posted 
nearly twenty-five years ago, but there is still progress to be made; 
it has even begun really to appreciate the value of research—a 
subject not apparent in the dreams of 1926. 

Also unforeseen were the problems which have arisen in the 
planned State—the Control of Advertisements Regulations and 
similar restrictive legislation. And who, indeed—even in the year 
of the General Strike—would have foreseen that some short- 
sighted authorities would interpret regulation and legislation to 
suit their own ends in a campaign of prejudice against one section 
of the industry? 

The decision of the British Transport Commission not to accept 
advertisements on railways and buses from private enterprise 
removal and road transport firms is just another aspect of the 
assault being made on those who use poster advertising. I[t raises 
questions of importance to the advertising industry as a whole. 

An official of the Commission says: ‘“We are now in competition 
with a number of firms which have not yet been acquired. It is 


normal business practice not to flaunt the claims Of competitors 
on your own advertisement sites.” The inference is that 
nationalised concerns may take the heaviest club they can find to 
belaboyr the remnants of already decimated private firms. 

If this is the case, what is there to prevent State-controlled 
industries getting together in an unholy alliance against all who 
advertise in competition with them? And is it not pertinent to 
wonder whether means may not later be found to extend this 
influence to other media? 

The voice of organised advertising should be raised against this 
abuse of a medium which has for so long been available to all. 
The British Transport Commission must be reminded that it is 
trustee for a publicly-owned service, not lord and master of all 
it surveys. And, quite gently, its attention might be drawn to the 
fact that the newspapers produced by private enterprise quite 
gladly sell space to cts sareemecenmnal and rivals. 
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To-morrow’s Topics 


AFTER THIRTEEN WEEKS, there is 
no sign of relaxation of the 
overtime ban imposed by the 
London Society of Compositors 


on London Master 
OVERTIME 


Printers’ Associa- 

BAN: tion houses. 
: NO Latest reports are 
EASING that not more than 


a dozen members 
have left the L.M.P.A. Describ- 
ing the defection as “negligible,” 
an Association spokesman com- 
mented this week: “The solidarity 
of employers remains unim- 
paired.” 

The L.M.P.A. has more than 
700 members, and about half of 
them are on the L.S.C. Fair List 

Printers who have withdrawn 
say they have done so because 
they “feel sharply the advantage 
which rests with local competitors 
who are not members of the 
Association, and are therefore 
able to work overtime.” No large 
firm is known to be involved in 
this withdrawal. 

The L.M.P.A. has pointed out 
that any firm that relinquishes 
the support of its trade associa- 
tion may find itself in consider- 
ably greater difficulties than those 
arising from a temporary over- 
time ban. 

Mr. Robert Willis, L.S.C. secre- 
tary, says: “I don’t want to see 
the L.M.P.A. broken up.” And 
he does not seriously believe any- 
thing of the kind is likely to hap- 
pen, for he reasserts his organisa- 
tion's determination to continue 
the ban “for three years, if 
necessary 

Mr. Wilts also says L.S.C. 
members employed by firms which 
have left the L.M.P.A. are not re- 
ceiving any increases in rates oj 
pay. In other words, they are 
working overtime .gain under the 
old pre-ban conditions 


STRIKING EXAMPLE of service to 
advertisers is provided by the 
merging of common interests in 
Australia by two great news- 


Paper organisa- 
PUBLISHERS’ tions, the Mel- 
SERVICE TO bourne Herald and 


the Sydney Morn- 
AGENTS ing Herald, in a 
new {1 million 


magazine company to publish 
Woman's Day and Home, a com- 
bination of two journals which 
have been taken over by the new 
concern. 

A five-page, duplicated letter 
has been circulated to advertisers 


and agencies—including those in 
Britain—giving full details of the 
organisation, Pen portraits are 
given of leading personalities: 
editorial, management and adver- 
tising. Vital information is given 
about production, circulation and 
sales promotion, while advertise- 
ment rates are tabulated. 

This circular is a model of its 
kind, one which might well be 
copied by British publishing 
houses for future reference. 

— — — 
ONE OF THE BIG FACTORS respon- 
sible for sales resistance to British 
oods in Canada is the demand 
or evidence of the intention of 
exporting firms to 


CANADIAN provide a_ steady 
MARKET Stream of spares 

There are other 
PROBLEMS reasons for the 


selling difficulties. 
but they all boil down to one 
thing: failure to understand the 
nature of the market. 

Winning dollars is a tough task, 
but the Canadians themselves 
know how to tackle it. Witness 
the thoroughly-planned campaign 
launched by the British American 
Oil Company, Toronto, to intro 
duce its new higher octane petrol. 
The campaign, covering the US.. 
features full-page newspaper ads. 
coloured magazine ads., radio. 
posters, sky-writing, giant blimps. 
sales promotion material and ser 
vice station point-of-sale aids. 

British exporters must learn 
from examples such as these. 

—_— —_— _— 


WHILE A FEW opponents continuc 
to assail advertising from a 
political standpoint, a growing 
number of responsible bodies are 


giving practical ex- 
CHEMISTS pression to their 
TO “SELL” 


realisation of the 
value of publicity. 
THEMSELVES Latest addition 
to the fold is The 
Chemical Council, which has for 
some time been considering how 
the achievements of chemists and 
the services they render can best 
be made known and explained 
to those engaged in the various 
spheres of administration and in- 
dustry, as well as to the public. 
Outcome of discussions is the 
setting up of a Panel of Chemists. 
Members are qualified both as 
chemists and writers, and they 
will provide authoritative infor- 
mation and articles for the 
periodical and daily Press. 


ROUND TABLE 


is a National 


A single insertion in the RADIO TIMES 
Campatge for a week 
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ADVERTISER'S WEEKLY 


HY print a _ beautiful 
cover and then obscure 
it with a dust-jacket of 
opaque flimsy? One can under- 
stand the publishers of novels 
and other bound books protect- 
ing their bindings from careless 
handling in shops and ware- 
houses, particularly as the books 
are intended to be kept indefin- 
itely and displayed in bookcases. 
But a piece of advertising print 
is in a different category. Its 
life is relatively short, it is not 
handled by shop assistants or 
browsing customers. Above all, 
advertising print ought usually to 
make an immediate impact. The 
cover design should at once 
appeal to the eye to create a 
favourable impression of its 
sponsor and to induce reading. 
If protection is necessary a trans- 
parent cellulose should be used. 
Yet two publications arriving 
at the same time both had their 
_ excellent covers concealed from 
sight by cheap flimsy dust jackets, 
both stitched on. One is the 
— jubilee book of Austin 
eed, which has a deep red cover 
on which the figure of SO is 
printed in gold characters nearly 
the full height of the quarto 
board, with the words “Fine and 
Fifty” in white letters in the style 
of 48 pt. Times titling. The other 
is a midget booklet for K.L.M. 
Royal Dutch Airlines, the cover 
of which carries a full-colour 
picture of an airliner in flight. 
The Austin Reed book is 


THEY HIDE 
THEIR LIGHTS 


beautifully produced, though I 
disagree with the use of Bembo 
on art paper, which makes it 
glitter like ripples in the sun. 
The story-telling technique is 
interesting. After an introduction 
and a personal note by Mr. 
Austin Reed (a double page 


PRINT REVIEW 
by 


Brian Hilton 


spread looking quite well, inci- 
dentally, in Bembo italic) the text 
consists of short items arranged 
in caption panel form on pages 
dominated by pictures in great 
variety—full colour, monochro- 
matic photographs and drawings 
and line. These pages are bright 
and breezy—-so much so, in fact, 
that | wondered whether the title 
of the book could not have been 


CHATHAM 


OBSERVER | 


58 HIGH ST., CHATHAM — 
tonpon ARTHUR CLAY, 80 FLEET STREET cen. 


a little brighter itself, and have 
been positively associated with 
the now famous phrase “Just a 
part of the Austin Reed Service.” 


* » od 


Tue K.L.M. BOOKLET was sent 
to me not by the company, but 
by a reader of ADVERTISER'S 
Weexty, the sales promotion 
manager of a famous firm. It 
evidently impressed him as being 
exceptionally interesting So 
indeed it is, yet its method is so 
simple that anybody could do it. 
It is a vest pocket affair, measur- 
ing but 44 in. by 4 in. The 
contents consist, after an intro- 
duction, of a series of photo- 
graphs taken during a flight in the 
Douglas DC6 Flying Dutchman 
on the South American run. Each 
picture has a page to itself, and 
is set in a black frame with 
radiused corners like a cinema 
screen. Captions are in a cut out 
white panel below the picture. 
All that needed then to be done 
to give the film impression was 
to substitute the normal title page 
and opening with credit titles 
like the introduction to a film. 
So easy, so effective. 

Unfortunately, the letter that 
went out with it was not planned 
by the same mind. Starting off 
with a four line quote from 
Longfellow, it ploughs steadily 
| code 22 lines of typescript and 
ends up with an_ illegible 
signature. 


* * . 


VERY SELDOM does one use or 
require blocks of 170 screen. 
They need such care in making, 
and so fine a matching of paper 
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This Austin Reed booklet arrived 
with its deep red cover hidden by 
a “cheap flimsy dust jacket.” 


surface, ink.and impression that 
the time and cost are only 
occasionally justified. Rooster 
Publicity have used 170 screen 
for the ,:pictures in a new tool 
catalogue published by John 
Bedford and Sons Ltd. of 
Sheffield. This was to overcome 
the great difficulty of avoiding a 
half tone mesh screen pattern 
over some of the file serrations, 
which in some cases are hardly 
discernible to the naked eye. 
Printing was by the Times Print- 
ing Co. Ltd., of Mexborough. 

This catalogue is a notable 
example of knowledgeable pro- 
duction planning and good print- 
ing. Detail in the half tones is 
astounding. 


* * -* 


Very Few of the hundreds of 
pieces of print that reach my 
desk arouse any interest until 
their envelopes are opened. This 
need not be so. An envelope of 


(Continued on page 266) 


dust jacket of of 


aque flimsy obscures this front cover which should 


have made an immediate impact on the recipient. 
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Getting from 
place... 


ADVERTISER'S WEEKLY 


they can’t dodge 
the impact of 


Whether they’re off to the Test Match or down to 
the sea, the co-ordination of advertising on all the 
vehicles and properties controlled by the British 
Transport Commission will be bound to take effect. 
And advertisers have now the advantage of being 


SCOTTISH OFFICE: 


...to place 


unified transportation Advertising 


COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. 
7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 


able to address their enquiries about this Trans- 
portation Advertising to one central department. 
Here they can book space on whatever vehicles or 
sites are suitable for their own particular campaign. 
All enquiries should be addressed to: 


TELEPHONE: TEMPLE BAR 3490 
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CoCoA 


‘ ee 


/ 
A problem with 
a simple answer 


Ask any fellow chemist—What on earth is 
CO CO A?—and he may for the moment 
be floored. Ask the man in the street. To 
him the answer is obvious—it’s cocoa. 
Which only goes to show that your higher 
mind dwells above the simple level. 

Vice versa, of course, it isn’t easy for the 
average man to grasp some of those com- 
plex formula which are child’s play to you. 
That’s where Wiley’s come in. Their team 
of experts boil down, as it were, complexities 
of your product into simple matter . . 

matter easily understood by those whose 
interest you wish to gain. The technical- 
ities, the intricacies, become an interesting 
story, attractively displayed... your liaison 
with the people who want to know—the 
people you want to reach, 

For all Exhibition, Showroom and Display 
matters ask Wiley’s for their co-operation, 


WILEY 


> <a 


\\ I /, WILEY DISPLAYS 
aN LAA MIM LIMITED BRADFORD 


\/ SCHOOL STREET, LOW MOOR, 
/ 


BRADFORD. Tel: Low Moor 914 (4 lines) 
London: Newspaper House, 167-170 Fleet St 
TI London F.C.4 


Telephone: Central 3625 


Print Revi ail 


unusual colour or shape can make 
a mailing shot stand out in the 
day's post and may even get u 
opened out of turn. At any rate, 
one brought to the top of my 
heap a booklet celebrating the 
diamond jubilee of William Prest- 
wich & Sons Lid., manufacturers 
of road-making materials and 
pre-cast concrete, 

The envelope is a strong bluc 
with a lighter blue stuck-on label 
The cover of the booklet is of the 
same blue, embossed in lighter 
blue and in gold—a very showy 
piece. One wonders why green 
was chosen as the second colour 
for the inside pages. It is used 
in graduated air-brushed panels 
on the foredges of cach page, 
overprinted in black with little 
historical notes and sketches ot 
the social life of Britain while 
Prestwich were developing their 
business. Sprayed gold miignit 
have been better than green as it 
would have continued the motif 
of the cover. : 

Inside pages, of heavy cartridge 
paper, are printed in Times with 
plenty of white space round both 
type and pictures. A dignified 
and successful job, designed by 
H. E. Boulter Publicity Ltd. and 
printed by Thos. Forman. 


* * * 


During 1948 and 1949 the 
pages of the architectural and 
pottery journals were enriched by 
a series of 22 advertisements in 
colour depicting the development 
of Pottery Through the Ages, 
produced by Doulton & Co., 
Ltd. To meet a demand which 


‘will doubtless be stimulated by 


its publication, a book has been 
published reproducing these 22 
beautiful pictures by Gordon 
Nicoll, R.1, with text by 
Desmond Eyles, Doulton’s adver- 
tising manager A charge o! 
2s, 6d. is made towards the cost 
of production. Of the first edition 
of 10,000 copies at least half will 
go overseas. 


* . > 


LeT THE SHAREHOLDERS see 
what their property looks like! 
G. & J. Weir Ltd, the 
engineers, evidently agree, for 
with the accounts this year they 
sent out an excellent 12-page 
booklet of photographs of o' 
works and products 

The directors are evidently not 
among those who believe that 
because the shareholder is pri- 
marily interested in making a 
profit on his capital he doesn't 
want to know anything about the 
business in which his money is 
invested. Strange, but this point 
of view is not uncommon. 


* * * 


THE AIRLINES appear to have 
got bored by their natural sales 
story--the saving of time in 
travel. The latest broadside for 
American Overseas Airlines is a 
colourful affair designed by 
Lewitt-Him and printed in Zurich 
in full colour. It talks of com- 
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fort, pressurised cabins, meals 
and horse-power, but nowhere 
does it press home the principal 
advantage that you can be in 
Britain to-day and America to- 
morrow. It even tells you that 
“drinks are on the house,” though 
this is an item which the tee 
totaller may not regard with 
favour, for he may object to 
paying a share of the cost of 
drinks for other people. 

If you want a good time on a 
journey to the States, you can go 
by ship. But only an airline 
can get you there overnight. 

* * * 


BEARDMORE ADVERTISING of 
Birmingham, have sent me a 
folder they have designed for 
Linread Ltd., who make cruci- 
form slotted screws and drivers. 
It is notable for an immediate . 
listing of the five advantages 
claimed for the product, thus 
logically reversing the usual 
order which puts the longish 
description first and sums up with 
a concise list at the end. Also 
commendable are effective two- 
colour scraperboards of the types 
of screw eeeeet. 

The lea was produced for 
distribution at exhibitions, but 
even so I felt it would be 
strengthened by a reference to 
the availability of supplies. One 
wants to be able to get both 
screws and drivers easily, while 
many manufacturers thinking of 
using them would want to know 
that replacements could be easily 
obtained and fitted anywhere. 

* * * 


WHY DIDN'T they use a news 
headline for the cover of a folder 
for Aerolite 300 synthetic 
assembly glue, a product of Aero 
Research Ltd.? 

This folder explains the proper- 
ties of the adhesive, and on the 
front cover is a photograph of 
a dinghy under full sail—an 
admirable picture but one with- 
out obvious reason. It is not 
until one gets to page 3 that one 
finds in 6 pt. italic a note that 
“The racing dinghy on the front 
cover was designed by Mr. 
O'Brien Kennedy, A.M.LN.A., of 
the Lymington Slipway & Engi- 
neering Co. Ltd., and is con- 
structed throughout with Aerolite 
300.” 


Surely the fact that the glue 
was used for such a purpose was 
worth a headline over or under 
the cover picture? Otherwise the 
leaflet is a seemly and workman- 
like job. e 

* * * 


Some Type Personalities is the 
title of a booklet showing 24 
Intertype faces. Apart from com- 
plete alphabets in popular sizes 
it contains 16 pages of settings to 
show colour and readability in 
bulk, and a section in which com- 
plete 12 pt. alphabets are set for 
comparison of length. No doubt 
Intertype Ltd. Farnham Road, 
Slough, Buckinghamshire, wit! 
send a copy to any reader of this 
paper on request. 
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ADVERTISER'S WEBKLY 


There’s a time and a place for The TATLER! 


An excellent time for,Sales is in Autumn and 
early Winter. Advertisers who look and book 
ahead have reserved all the available Colour 
and Black and White space in Sept. 13 
(Autumn Number), Dec. 6 (Winter and 
Christmas Presents) and the Christmas 
Number, now on the press. 


The TATLER holds a prior place with e 
who buy quality merchandise; a with 
Advertisers who prove that it sells, The 


TATLER goes right at the top of the media 
list. 


Schedule The TATLER adequately for 1951 


W. T. CARPENTER, Advertisement Menager, Commonwealth House, New Oxford Street, London, W.C. HOL. 6955 
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25 YEARS AGO THEY SAID— 


Auoust 17, 1950 


‘There'll Be 200-Page Papers And 
Flying Poster Hoardings in 1950’ 


DVERTISING people 

are notoriously extravagant 
thinkers. The disease is occu- 
pational and natural. Take, for 
instance, the case of a soap 
bubble. To the average man 
and woman it's just something 


which, when touched, goes 
“phut.” But the copywriter 
responsible for a soap-flakes 


account stretches this humble 
conglomeration of fat, air and 
water far beyond its physical 
breaking point. Its social impli- 
cations become enormous. It can 
save a marriage, avert a nervous 
breakdown, rejuvenate an evening- 
gown, and so on—more or less 
ad nauseam 

Thus it is hardly surprising that 
when, in 1926, the late Advertis- 
ing World asked a nucleus of 
advertising intelligentsia to opine 
on the evelution of the trade 
during the coming quarter of a 
century, the bulk of the prog- 
noses seemed to havt been 
infected by Mr. H. G. Wells. 
Consider this fragment on an 
advertising baron’s office: 

“Lord Wardour, yawning 
slightly, pulls down a switch on 
the televisor board and announces 
that he is going to lunch. He 
rises from his desk, walks to the 
end of the room and presses a 
button on the panelling, which 
opens, disclosing a private lift 
He enters...” 

It is all the more startling when 
bone considers that we live in the 
lage which they tried to predict. 


paw Bold 
or Pedestrian 


Most of these articles were 
divided spiritually into two parts 
The first was the bold conception 
such as we have just seen, and 
the authors must have had 
enormous fun thinking it up. The 
second was more pedestrian and 
one must admit. more likely 

A general belief, and 1 think 
that this was sincere, existed in 
the formation of a United States 
of Europe. This speculation was 
carried to the point where Britis 
newspapers would be carrying 
advertisements from France 
Germany Russia Crecho- 
Slovakia, Italy, etcetera. The 
slogan “Trade is not war but 
exchange” would quickly become 
so popular that senior copy 
writers would have to dismiss it 
to the cliche file 

There were mighty speculations 
on the development of films and 
posters, but, in spite of them 
most of the writers believed that 
newspapers would remain the 
advertisers’ number one medium 


In 1926 the old “ Advertising World” asked 


—- advertising men to assess the probable 
velopments in the industry during the follow wing 


— century. That time is now nearly up, 
I 


CHARD GA 


They would, of course, be much 
larger than those printed at the 
time-—one sage suggested 200 
pages as a possible size-—and 
produced in at least three colours. 
One writer mooted the likelihood 
of large comic supplements on 
American lines and whole sections 
of the paper devoted entirely tv 
advertisements. “Most advertise- 
ments are more interesting than 
most news items of to-day,” he 
wrote. 


Monopoly in 
Greatness 


It was this same advertising 
executive who expressed the 
notion that “possibly the only 
great men when I am sixty will 
all be advertising men. 

A newspaperman hazarded 
that no great increases in circu- 
lations would take place. The 
previous five years had shown 
phenomenal rises on the net sale 
charts, and it was generally 
believed that saturation point had 
been reached. 

Amongst other newspaper 
prophecies came the suggestion 
that formats would be reduced 
to increase manoeuvrability in 
public transport; a brighter and 
more varied make-up; a typo- 
grapher on every editor's staff, 
and a more exalted station in tife 
for news editors. The last factor 
would evolve from an increasingly 
intelligent public demanding more 
concrete knowledge and fewer 
escapist features 

So far as posters were con- 
cerned, fancy took four steps in 
the clouds and then came back io 
earth again. The acme of cloud 
wise thinking was the replacement 
of the poster site by a cinemato- 
graph screen, The films shown 
on these innovations would oc 
talkies in technicolor. Elaborat- 
ing on this conception, the writes 
wondered 

“Ry accident, or design, rival 
companies might easily broadcast 
to each other's screens. Indeed 
it might be a common experience 
to see three or four pictures 
“superimposed” upon the same 
hoardine—say, Miss Palmolive 
hending over a bottle of Gordon's 
Dry Gin with the slogan ‘every 
drop sheer nourishment” 


RETT, a research executive with 8. T. 
Garland Advertising Service, com 
prophecies made with present 


res some of the 
ay conditions. 


Other excursions into the fieid 
of the fantastic produced forty- 
eight sheet posters hanging from 
the tram and telegraph wires, 
posters suspended from miniature 
wireless controlled airships, and a 
“flying” hoarding travelling at 
sixty miles an hour—the pre- 
sumed cruising speed of the 
traffic. ‘ 

Coming back to earth, however, 
the writer pulled three very sound 
fundamentals out of his hat. 
The forty-eight sheet poster, be 
said, would supersede all other 
sizes; gooddesign would come into 
its own with an emphasis on typo- 
graphy; and ail sites would be 
illuminated at night 

What of advertisements them- 
selves? Here the oracles were 
more restrained and correspond- 
ingly more accurate They 
seemed to agree that some sort 
of censorship should be imposed 

cither by practitioners them- 
selves or, as one suggested, by 
the Ministry of Education. 
Accuracy of message and decency 
of presentation were the main 
points insisted upon—both to 
protect the gullible public and 
to hasten the emergence of adver 
tising from an offshoot of the 
huckster’s art to a respectable 
profession. 


Creative Ad. Man 
an Intellectual 


This code of standards would 
apply equally to the aesthetics of 
advertisements Copy would 
wear a bhow-tie and become 
literary, and examples of contem- 
porary commercial art would oe 
seen beside the portraits of 
aldermen and the perennial 
Cornish harbour at the Royal 
Academy 

The creative advertising man 
would, in fact, become as much 
an intellectual as those who were 
then writing and drawing for the 
loftier-browed quarterlies 

The scope of advertising would. 


of course, increase Religion. 
politics, patriotism. public wel 
fare, and even spiritualism were 
items’ on a singularly accurate 


list. They would be mainly won 
over by copy “written neither to 
‘sell’ the writer nor to offend « 
public, every member of which 


can read, by a jumble of cliches 
and meaningless phrases.” 


Thus, then, the 1926 horoscope 
for this present year of grace. 
Those taking part were J. Murray 
Allison on newspapers, “G.E.T.” 
on films, Chas. J. Lytle on posters, 

‘/ H. Harford, and George 
Corder. Those who are alive 
to-day must take great pleasure 
in seeing at least some of their 
prognostications realised. 


And Much of It 
Has Come to Pass 


Excluding the more fanciful 
suggestions, the bulk of their 
ideas have come to pass, 
and if may prove that advertising 
men are well qualified to plot the 
future. At any rate, whatever 
merits advertising has to-day are 
in part due to the work of these 
down-to-earth dreamers, and we 
must thank them for it. 


Fashion changes, but fashion 
reflects an outlook. If our com- 
mercial art seems better than 
that of the “twenties, our copy 
more succinct and cliche-free, and 
our standards more rigid, it is 
because we now think that way 
Any social stigma, which the past 
may have attached to our craft. 
has long been hurled overboard. 
The chucker-out was not the 
improved table - manners or 
nattier dress of the contact men. 
but a more responsible estimate 
of what advertising can do and 
greater craftsmanship in the 
doing of it. 

It would, at this point, be 
amusing to essay a horoscope for 
advertising in 1975. Changes 
there will certainly be, and many 
of them in a field neglected by 
the 1926 savants — research 
Nevertheless. past experience 
seems to show that the process is 
one of steady emergence rather 
than radical alteration. One 
might use the term “evolve” were 
it not for G.K.C.’s maxim. 
“Revolution is what happens 
when everyone is awake, evolu- 
tion is what happens when every- 
one is asleep,” and we don't like 
the idea of advertising men con- 
ducting their progress from 
dreamland. Advertising is rather 
like the human body: it is always 
discarding old cells and acquir- 
ing new ones. It is in a state 
of perpetual change, and from 
this process springs maturity of 
expression and responsibility of 
outlook. All, then, that we dare 
say is that we believe that in 1975 
advertising will be far better than 
it is to-day. 
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HOW LONG ? 
How long would it take me— 
your salesman—to make a 
round-the-world trip culling on 
thousands of mining officials 
in 42 countries ? 


AT WHAT COST? 
The cost for my transport to 
a few places alone would 
run te thousands of pounds* 
to say nothing of personal 
expenses, intervening railway 
fares, hotel bills, ete. And the 
cost in time ?—why, months, 
of course! 
*(London — Sydney ret. £520 
appr.; Lendon— J’burg. ret. 
£300 appr.) 

Let COLLIERY GUARDIAN OVERSEAS 
SUPPLEMENT undertake your selling trips 
abroad for mining plant and equipment. It goes 
to Australia, Belgium, Canada, Czechoslovakia . . . 
and so through 42 countries of the alphabet to 
the U.S.S.R. and the West Indies! Every copy 
is mailed to an individual name and address 
of a mining engineer or organisation; no more 
comprehensive list has ever before been compiled. 
There is no waste. 


OVERSEAS 


Specimen copy and rates on application to : 


30-31 FURNIVAL STREET 


Each issue of the COLLIERY GUARDIAN 
OVERSEAS SUPPLEMENT (published 
twice a year) reaches its recipient through his 
post and remains with him for daily reference 
for months—not for one brief call only. At a 
cost of £30 for a black and white page, £40 
for a colour page. 


Standard type area 10°x 7"; the next issue 
(December 1950) is in course of preparation. 


Colliery Guardian 


SUPPLEMENT 


THE COLLIERY GUARDIAN COMPANY LIMITED 
—.c.4 


HOLBORN + LONDON 


Publishers olso of :-—GUIDE TO THE COALFIELDS - WATER & WATER ENGINEERING © WATER ENGINEER'S HANDBOOK 
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Transport advertising Planned in terms 
of national OF local campaigns 


Transport advertising is a specialised 
job. On this point we speak with 
authority, having been engaged in 
it for the past sixty years. It follows 
that we are in a strong position to 
advise, plan and carry out trans- 
port advertising campaigns, whether 
localised or nation-wide in their 
scope. Our service covers transport 
advertising throughout the country 
and is, moreover, completely or- 
ganised to undertake the practical 
task of servicing from design to 
routine inspection. Finally, we can 
simplify the whole process by 
quoting comprehensive rates, in- 
cluding the provision of advertise- 
ments, and financing the initial cost 
over the period of the contract. 


MASONS 


a comprehensive transport advertising service ,,<é,, 


ADVERTI sinc 
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FRANK MASON & CO. LTD. 33, NORFOLK STREET, STRAND, LONDON, WC 2. Phone: Temple Bar 2044 
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Why I Believe In Dry Brush Posting 


By ROY ELLERY, 
Services Ltd. At the 
Association in June, Mr.Elle 


HE march of time has 
seen the word “billpost- 
ing’ almost completely 
disappear from use, and I take 
this as indicating a progressive 


Fig 1. Dry brush posting. 


development in ideas and pre- 
sentation. 

When it comes to describing 
the man who actually puts up the 
posters, however, a strange in- 
consistency shows itself. We still 
call him a billposter, whereas 
as Mr. Cyril Sheldon’s most inter- 
esting booklet, How It Came 
About, points out—in the 18th 
century he was referred to as a 
paper hanger 

“Paper (or poster) hanger” 
seems to me to fit him much 
more aptly, especially when he is 
doing his job—his very skilled 
job—by the best possible method 

dry brush posting. 

Why am I “sold” on dry brush 
posting? What are the advan- 
tages of this method over any 
other? 

Here are the indisputable facts 

For the advertiser. His poster 
is displayed to the very best 
advantage, free from wrinkle and 
blemish, tight to the metal sur- 
face. It is clean, fresh and rich 
in its original colourings. 

For the operator. Dry brush 
posting is cheaper and labour- 
saving, and it brings a very 
noticeable improvement to his 
locations 

It has always seemed odd to 
me that so much paste should 
be used in the normal method— 
especially in view of its cost. 


eneral manager of Southampton Poster 
onference of the British Poster Advertising 
spoke with vehemence and conviction 
about his conversion to the dry brush method. Here he amplifies 
the address which made such a deep impression at Scarborough. 


Generally, at least three appli- 
cations are made, and if the 
operator is trying to present the 
posters in a superior way, the 
poster hanger has instructions to 
wash the poster down afterwards. 
He thus proceeds to remove the 
paste he has already put on the 


surface. 
By the dry brush method, only 


one application of paste is made 
—and that very carefully. The 


consequent saving is apparent 


Further, the paint-work is 
preserved, and instead of bottom 
mouldings being thick with dirt 
and the effect ruined, they remain 


Fig. 2. Placing the first sheet 
round the spindle. 


clean for many months and only 
require repainting because of age 

For the poster hanger The 
method is much easier and far 
cleaner. It gives him a prestige 
and dignity he lacked before. His 
finished work is superior and 
affords hiny much pleasure. 
Speaking for my own staff, I can 
say that they regard their work 
very differently from the way 
they did before this system was 
introduced 

How is dry brush posting 
done? 

Instead of the posters being 
folded in the usual manner, they 
are rolled through water. This 
soaks and stretches the paper, 
and so removes all folds and 
creases. Posters arrive in bulk 
already folded and the resulting 
creases are accentuated when 
each single poster is folded in its 
turn. If the poster hanger using 


the traditional method is to do 
his job well, he must rub out 
these creases during the posting 
operation. With the new method, 
there are no creases 

The first sheet (or the last one 
to be posted) is placed around the 
spindle, as shown in Fig 


sheath is placed over the poster 


universal joint on the left-hand 
3 shows the rolling 
Each sheet is rolled 
to within the last foot 
sheet is placed on top of the last 


The rolling operation. 


Fig. 4 shows the poster being 
removed from the spindle. The 
metal sheath has a lip end, thus 
simplifying removal. The poster 
ss then drained, and placed in 
the poster hanger'’s rack for the 
next day's work, 

in my town, the staff receive 
their individual work-sheets with 
the necessary posters each morn- 
mg, and the sheets age returned 
in the evening duly completed 
with information which enables 
the foreman to know the exact 
posters required for the next day's 
work As the posters remain 
mont for at least three days, 
inclement weather does not 
present any difficulty. The rolls 
are carried to the site on racks 
in the company's vehicles 

When the poster hanger arrives 
at the location, he strips the 
panel, if necessary. He then 
carefully pastes the surface and 
hangs his first sheet in exactly the 
same Way as a paper hanger deals 
with his task. If the poster is 
composed of four sheets, they 
are posted top left, bottom left 
top right, bottom right (the ladder 
being moved over). If the com 
position of the poster is different 
the system varies accordingly 

A paper hanger's brush is used 
for the operation, and a length 
of mutton cloth is most useful, 
especially for sealing the edges 
and wiping the bottom moulding 
Some splashing of paste § is 
inevitable 

Fig. 1 shows the actual posting 
in progress and Fig. $ (page 276) 
gives an idea of what the whole 
panel looks like when it is com- 
pleted 

As a trade, poster advertising 
has faced the challenge of the 
day with great determination, 
and mi®@st operators are gallantly 

(Continued on page 276) 


Fig. 4. Poster being removed from spindle 
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GO BY BUS = Fw 1s: re 


Advertising Department 


to the Provincial 8 “""" 
Markets denen poem 


1,300,000,000 passengers 
a year. Maps showing the 
coverage and routes of the 
available on request. 


BIRMINGHAM AND MIDLAND MoToR 
Omnisus Co. Lrp. ( MIpDLanp Rep") 


Nortn Wastaan Roap Car Co. Lrp. 
Porrenres Mortoa Traction Co. Lip. 
Risse Motoa Suavecs, Lrp. 
Sourn Wass Transroat Co. Lrp. 
SUNDERI-AND Dreraicr Omnisus Co. 


Trent Moror Traction Co. Lrp. 


TYNemoutn anp Distaict 
Transport Co, Lip, 


Tywesipe TRAMWAYS AND 
Tramroans Co. 


Westeen Weise Omntaus Co. Lrp. 


THE B.E.T. FEDERATION LTD. )) [[atetan 


4 Yorxsutee Wootten Districr 
88, KINGSWAY, LONDON, WC? TELEPHONE: HOLBORN 7888 Sil Transport Co. Lip. 
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OUTDOOR ADVERTISING 


IRST, a few words about 
k= origin and aims of 

the association, called 
E.S.M.A. for short. E.S.M.A. 
was formed in 1945 with the 
main objects of fostering and 
protecting the interests of the 
electrical sign industry and 
prompting good understanding 
between the manufacturers who 
compose it. The association thus 
aims at securing the co-operation 
of every firm so that it can speak 
for the whole of the industry. 
At the moment it is reliably esti- 
mated that the members of 
E.S.M.A. produce 80 to 90 per 
cent of the total output of the 
industry. 

Before the formation of 
ES.M.A. the electrical sign 
manufacturers were catered for 
by the electrica! section of the 
Master Sign Makers’ Association. 
It was felt, however, that the 
interests of all concerned would 
be better served if there were 
two Associations. Accordingly, 
the M.S.M.A. electrical section 
was wound up and its members 
became the founder members of 
E.S.M.A. 


Successful and 
Far-reaching Work 


The most successful and far- 
reaching piece of work so far 
done by the association was its 
campaign for the lifting of the 
ban on the use of electricity for 
signs, which, until April last year, 
had been in existence for nearly 
nine years. Like every big cam- 
paign this one required a tremen- 
dous amount of work and 
preparation, and cost a good deal 
of money; but with the co- 
operation of the national and 
technical Press, obtained through 
an extensive policy of public and 
Press relations, the association 
was able to convince the Minister 
of Fuel and Power that the re- 
lighting of electrical signs and the 


WHAT PART DOES 
E.S.M.A. PLAY? 


consequent brightening up of our 
towns would do a tremendous 
amount of good to the morale 
of the people. 

The lifting of the ban did not, 
unfortunately, wipe out all the 
difficulties of the industry. The 
passing of the Town and Country 
Planning Act, 1947, brought 
proposals for a new comprehen- 
sive code of control on all adver- 
tisements, including electrical 
signs. E.S.M.A. was therefore 
quick to join the other outdoor 
advertising associations in the 
discussions, or Working Parties, 
as they were called, with the 
Ministry of Town and Country 
Planning on the draft of the 
Control of Advertisements 
Regulations. 


Areas Of 
Special Control 


Since the regulations came into 
operation, E.S.M.A. has been 
particularly concerned with the 
possible creation of areas of 
special control. The indiscrimin- 
ate creation of such areas 
throughout the country would do 
incalculable harm to the electrical 
sign industry, for such signs are 
virtually prohibited in “special 
areas.” 

E.S.M.A. has therefore played 
a Very active part in the successful 
efforts of the Outdoor Advertis- 
ing Industry Advisory Committee 
in seeing that nothing commercial 
or industrial is included in an 
area of special control. 

The main representatives of 
oA . on the committee are 
Mr. G. S. Campbell and Mr. 
S. D. Moyse. Mr. Moyse, who 
is managing director of Claude- 
General Neon Lights Ltd., was 
E.S.M.A. chairman from 1945 to 
1947 and is now chairman of the 
Legal and Parliamentary Com- 
mittee, while Mr. Campbell, the 
managing director of Franco- 
British Electrical Co. Ltd., is the 
present vice-chairman of the 


SPficient 


TEMPLE BAR 2448 ec 112, HIGH HOLBORN, W.C.1! « 


association and will be chairman 
next year. 

Membership of ESMA. is 
confined to companies or firms 
(not individuals) who are manu- 
facturers of electrical signs with 
works jin the United Kingdom or 
Northern Ireland. In addition, 
there is an associate membership 
category which is open to any 
firm interested in any way in 
electrical signs, whether as a user, 
or a supplier of materials to sign 
manufacturers, or otherwise. 

The association secks to main- 
tain a high standard of member- 
ship and will not admit any firm, 
large or small, which is not 
thoroughly reliable and trust- 
worthy. Only in this way can the 
confidence of those users of 
electrical signs who deal only 
with members be maintained, and 
the good na‘ ae of the association 
preserved. 

Now a few words on how the 
association works. E.S.M.A. is 
rather unusual in that instead of 
being run by a council or an 
executive committee it is con- 
trolled by all the full members 
who are entitled to vote in general 
meeting. General meetings are 
held in Lonéon approximately 
every six weeks and all memb€rs, 
except associate members, may 
attend and express their views. 
This method may seem a trifle 
unwieldly, but in practice it works 
very well. Its chief advantages 
are that it gives every member 
an opportunity of saying how the 
association should be run, and 
it also ensures that no section of 
the industry, or point of view, is 
overlooked. 


Seven Standing 

Committees 

To deal with detailed matters 
ES.M.A. has seven standing 
committees. The Legal and 
Parliamentary Committee keeps 
a close watch on all parliamen- 
tary proceedings, especially new 
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Bills and Regulations which are 
likely to affect the industry, and 
makes appropriate representa- 
tions if they do. One example of 
this was the recent © Order 
promoted in Parliament by the 
Edinburgh Corporation This 
Order contained a clause which 
the Committee considered would 
be quite contrary to the interests 
of the industry and the public 


A petition was presented and as | 


a result the clause was withdrawn 


Technical 
Matters 


Technical matters are dealt 
with by another committee, 
whose members represent the 
association on the committees of 
various other bodies, including 
the Institution of Electrical 
Engineers and the British 
Standards Institution. 

Another committee has pre- 
pared standard conditions of sale 
and maintenance agreements to 
ensure fair trading in the best 
interests of members and the 
public. Other Committees deal 
with such mattters as public 
relations, and training of labour 
in the industry, etc. In addition 
E.S.M.A. maintains a compre- 
hensive advisory service for 
members, and also conducts, on 
behalf of members, appeals under 
the advertisement regulations. 

Finally, what of the future? 
The demand for clectrical signs 
at the moment is as great as ever, 
and the industry, largely owing 
to the efforts of the association, 
has now reached a comparatively 
stable and prosperous state. The 
future is always a matter of some 
conjecture but one thing is 
certain. If the association did 
not exist the industry would be 
without any organised and collec- 
tive protection—a state of affairs 
which, to put it mildly, would 
not be in the best interests cither 
of manufacturers, or users, of 
electrical signs. 


(General Manager 


G L. McLELLAN 
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, Most readers of this journal have heard of the Electrical 
Sign Manufacturers’ Association. As one of the leading 
trade associations in the outdoor advertising industry its 
name is familiar enough. Sais Gon 8 2 Se 
its place in outdoor advertising? What has it achie 
and what of its role in the future? In this article 
BERNARD MOSS, M.A., LLB., the secretary, sets out to 

; answer these questions. 
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PERALTA OL RE 


near the point of sale 
for the million people 
of BIRMINGHAM 


Se 


Poster sites by 


Sheffields 


LIMITED 


PUBLICITY HOUSE. CORNWALL ST 
BIRMINGHAM 53. 


The popularity of Kodatrace, the original 
plastic film, amongst artists, engravers, litho 
graphers, photographers and printers tor 
tracings, overlays, colour separation, silk 
screen and reverse negatives etc., is con 
vincing proof of its versatility and ideal 
qualities Now, however, duc to steady A KODAK 
advances in madern plastics technology, PROOUCT 
various improvements have been incorporated § 
and Kodatrace is better than ever } 
sional stability is higher. It has a much tiner 
surface. It accepts ink, pencil, paint or crayon 
with greater facility and tenacity. Its trans 
parency is as high as ever. K 
now also available in rolls 40° 


Its dimen 


THE ORIGINAL PLASTIC FILM 


Supplied in 20° & 40° widrhs in 
of 20 yards and holf rolls of 10 vor 


G. A. Shankland Ltd 


GRAFTON WORKS, GRAFTON RD., N.W.5 
GULLIVER 5595-6 


THE SYMBOL OF FINE QUALITY 
f* SILK SCREEN PRINTING AND DISPLAY 


It is our business to see that everyone 
who uses Poster Advertising uses it in 
such a way as will ensure good results. 
We cannot afford to have disappointed 
customers and with our hundred and ten 
years accumulated experience of Posters 
we are able to guide advertisers in the 
selection of design, coverage necessary 
in selected areas, positions available and 
other points essential to successful 
advertising 


For progress in Poster Advertising consult 
Sheldons 


Sheldons ltd 


Established |840 
SHELDON HOUSE, QUEEN STREET, LEEDS | 
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OUTDOOR ADVERTISING 


WO attractive posters have 
been designed by Good 
Publicity Ltd. for display at 
stores as part of the campaign for 
the Airlyne home rugmaker. 
With other dealer aids and 
local Press advertising the posters 


BF oe ig aE 


are used to arouse public interest 
as a prelude to demonstrations 
in the stores. 


* + * 
ESIGNED by Everetts Ad- 
vertising Ltd., the new Ilford 

“For Faces and Places” double- 
crown posters are at present being 
displayed throughout the London 


Underground system. They were 
printed letterpress by Harrison & 


Son Ltd. The same theme is 
being featured on bus sides in 
London, these posters having 
been silk-screened by G. A. 
Shankland Ltd. 

* - = 
NEW recruiting poster for 
the Brigade of Guards has 

been produced by the Central 
Office of Information on behalf 


of the War Office. London 
Press Exchange were commis- 
sioned to design the poster which, 
jt was agreed, should mark the 
return to the appeal of tradition 
and ceremonial. A guardsman 
in scarlet and bearskin is shown 
in front of Buckingham Palace, 
over which appear the regimental 


crests Of the Grenadier, Scots, 
Welsh, Irish and Coldstream 
Guards® superimposed on the 


Colours of the Brigade. Thus, 
another requirement (to include 
a reference to each of the regi- 
ments) was met. 

The poster is the work of Clive 
Upton and is reproduced in 
double crown for display on War 
Office premises and sites arranged 
by local recruiting offices. The 
printing of 20,000 copies in fuil 
colours was placed by H.M.S.O. 
with Chromoworks Ltd. 


zh 
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There is roo 
for good men 
in the 
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For tuft parviculars apply te nearest recrusting office 


HIS National Radio Show 

poster is being printed in both 
double crown and 16 sheet sizes. 
It is designed like a variety theatre 
programme, and is in black, blue 
and red on a yellow and brown 
background 

The double-crown 
which were printed 
Straker Brothers Ltd., are being 
displayed by radio dealers 
throughout the Sutton Coldfield 
television area. The 16-sheets 


posters, 
litho by 


are being posted within 50 miles 
of Birmingham. 


radius 


They 
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TELEVISION 


“HUNDREDS OF SETS in ACTION 
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RADIG-SHOW 


PARIS 


were lithographed by John Wad- 
dington Ltd 

Both posters were designed by 
Rumble, Crowther & Nicholas 
Lid 


+ . * 

HE two French Railways 

posters above are included in 
the latest batch to come over from 
Paris. They will be display@d on 
British Railways’ stations and in 
travel agents, A limited number 
are available for schools and col 
leges on demand. The Brittany 
poster was designed by André 


Strauss and produced by R. L. 
Dupuy Marquet painted the 
Paris poster, which was produced 
by the firm of Draegest. 


BRETAGNE 


ERTIE, the Bassett's 

Liquorice Allsorts charactct, 
is now on a “world tour” in 
rhyme. The latest series of car- 
riage roof-cards feature Bertie in 
Europe, North America, Africa. 
Middle East, Far East and 
Australasia, each with a light 
hearted jingle accompanying it 
An escalator bill supporting the 
new series expresses the same 
idea more generally and carries 
the line “Known and Enjoyed 
Throughout the World.” Printing 
is silk-screen by Rennart Studios 


SenTe (6 THE PAR EAST 
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Ltd., the tube-cards being in 
cight colours, the escalator bill in 
nine. Greenly’s Lid. are the 
agents. 


First U/V Day-Glo Poster? 


What is believed to be the first 
poster incorporating Day-Glo 
fluorescent paint to*be illuminated 
by ultra-violet lamps is displayed 
on a wall panel of the Garrick 
Theatre, Charing Cross Road, to 
advertise the play “Always 
Afternoon.” 

Designed by Reece Pemberton, 


the poster has as its main feature © 


a languorous, hand-painted beach 
scene, with the title of the play 
superimposed in three-dimen- 
sional hardboard lettering 

It is this lettering which carries 
the Day-Glo paint. The letters 
were silk-screened on to paper 
and then mounted on the hard- 
board base. They are illumin- 
ated by five u/v. lamps fixed to 
the top of the panel. 


The idea was born when 
producer Frith Banbury declared 
“Il am going to have Day-Glo 
to advertise the new play.” Said 
Mr. Bert Ray, Garrick Theatre 
manager: “Why not light it up. 
and let it glow by night as well 
as day?” 


They called in Mr. G. W 
Staples, of the National Adver- 
tising Corporation, to help. Under 
his company's aegis, Kaligraph 
Lid. painted and erected the 
poster and silk-screened’ the Day- 
Glo, and Strand Electric Co 
installed the lighting 


The result of all their efforts is 
the most striking piece of theatri- 
cal publicity to be seen in London 
to-day. 
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have your own 
exclusive box paper! 


Your personality is the public-relations side of your business 
A plain paper wrap can do nothing whatever for your repute- 
tion. A well designed and lively paper is an obvious improve- 
ment. . . . And a paper which is not only attractive but 
distinctive, which carries your name, your device, the very 


stamp of your personality into highways and homes of the 


world — now that is best of all. 


SANDERSON 


SIGNATURE 


your public appearance. 


whether you use them for packs or for wrapping, take care of 


PAPERS 


An extra charge on the first 


thirty reams covers costs of design and special printing 


rollers. After that they’re as inexpensive as any other of 


Sanderson's famous range. 


ARTHUR SANDERSON & SONS LTD 


$7 BERNERS STREET » LONDON - 


W.t TEL+ MUSEUM 7800 
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OUTDOOR ADVERTISING 


WHY I BELIEVE IN DRY BRUSH POSTING 


Auoust 17, 1950 


tackling the problems and diffi- 
culties confronting them; but at 
the very best—with all the zeal 
and zest in the world—the 
process of modernisation and re- 
equipment of a plant takes a 
long time. The concern of many 
of us to-day is: What can we do 
now to improve our locations 
and so raise the level of our 
service? 

I suggest that the answer lies 
in paying more attention to the 
actual posting operation and to 
the style of our layout. It is not 
the end, of course, but it is a 
means to that end. A_ good 
location can be ruined by care- 
less, haphazard posting; on the 
other hand a poor location, await- 
ing its turn on the rebuilding 


(Continued on page 271) 


Fig 5. A panel completed. 


rota, can be transformed by good, 
clean workmanship. 

Surely, as this is the core of 
our service, the art of poster 
hanging should receive much 
more consideration than it does. 
My own experience is that first 
class posting, artistically and 
tastefully done—and in particular, 
local announcements laid out in 
neat and symmetrical style—can 
transform any location. 

It has been said that there is 
nothing quite so infectious as an 
“idea whose time has come.” 
No one could stop the develop- 
ment of the panelled hoarding, for 
its time had certainly come; and 
I am confident that dry brush 
posting is bound to spread until 
it eventually becomes accepted 
throughout the trade. 


BRIXTON SITE ENLARGED 


Originally a 48-sheet solus 
position, this site at 308 Brixton 
Hill, London, was extended with 
Town Planning consent by the 
Clapham Poster Advertising Co., 
Lid.. who built the hoarding. 
Space was booked for Tanqueray 
Gordon & Co. Ltd, through 


their agents C. J. Lytle Ltd. 

The sign, which is three dimen- 
sional, was painted by L. V. 
Howell & Son (Advertising) Ltd.. 
and the illumination, which con- 
sists of eight 200-watt lamps 
with reflectors, was fitted by Mid- 
more Glover Electric Ltd. 


at 
| ee 


tas 


Extended by permission of the planners. 
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“ONE A MONTH” 
IN THE 


ILLUSTRATED 
LONDON 
NEWS 


provides a campaign of immense sales 
and institutional influence —at heme 
and throughout the world. 


The first and greatest Illustrated News- 
paper is superbly produced, and 
extremely economical in cost. 


In planning for 1951, provide for 
an insertion each month in The 
ILLUSTRATED LONDON NEWS. 
You will be in the company of 
hundreds of Britain’s shrewdest and 
most experienced advertisers. 


~~ 
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‘Have YOU gota 
staff savings group? 


Starting a Staff Savings Group is a simple 
process. All the information, equipment 
and publicity material you require will be 
gladly sent free of charge on application to 
your Local Savings Committee 
or to the National Savings Committee, 


1-5 Prince's Gate, London, S.W.7. 


taued ty the Netional Sevings Committee 
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The Sergeant Points 
A Finger 


Approved by Scotland Yard, a 
new Ministry of Transport 48- 
sheet poster started to appear on 
hoardings throughout the country 
on August | 

The J. Walter Thompson Co. 
Ltd. was commissioned § by 


Campaigns Division, C.O.1. to 
design the poster, which features 
the head and shoulders of a 
traffic patrol policeman pointing 
at the viewer and thus emphasis- 
ing the message 

The patrolman was drawn 
from life at Hendon by Harold 
Forster. Sergeant Scott was 
chosen as model and released for 
a sitting with Mr. Forster the 
same day. The resultant drawing 
in charcoal is of great strength 
and is reproduced on a yellow 
background with the message in 
red. The posters will be dis- 
played on specially selected sites 
on the main trunk roads 

The same design has been 
adapted for use on the lower 


DRIVING ~ CYCLING - WALKING - 


Mind how 


rear panels of buses (see illustra- 
tion). The main display is in 
London and covers all routes, one 
bus in twelve being the frequency. 
Bus backs are also being used in 
Leeds, Nottingham and Sunder- 
land. 


YOU go! 


The Ministry have arranged 
with the Royal Society for the 
Prevention of Accidents for the 
design to be produced in double- 
crown form for distribution 
through the local Road Safety 
Committees. Forster's patrol- 
mtan yis also appearing in the 
current series of road safety 
advertisements in the national 
press. 

The printing of both the 48- 
sheets and bus backs was placed 
by H.M. Stationery Office with 
Stafford and Co. Ltd. All site- 
hire is in the hands of T. B. 
Browne Ltd., the agents for 
Ministry of Transport outdoor 
publicity. 


Dominant Sites Lid. have re- 
cently erected, at the corner of 
Regent Street and Conduit Street, 
London, an attractive panelled 
display on what was an ugly 
blitzed site. The general treat- 


Display Panel On Blitz Eyesore 


ment is in grey with an effective 
splash of red floral decoration 
beneath the sign. 

What was an eyesore of 
bombed shop fronts and rubble 
is now a pleasing spectacle. 
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MEET THE WOMEN WHO KNOW 


N ELL tre neepie woman 


Although a great deal of work is done by special machinery in a 
clothing factory, there Is still a certain amount which requires to 
be done by hand. | am a finisher and | am kept busy all day long. 

I've always been fond of my needle so | enjoy my job. It is good 
work and | earn quite a bit. | thought when the war ended that 
we mightn’t be so rushed but | was wrong. We still have our 
target, and it's a high one so we all are kept hard at it. A lot of 
the work we do is for export of course, but supplies for the home 
market are bigger than they were and as I'm skilled in my work 
I'm sure of my job. 

I'm always on the look out for things for our home. They cost 
a bit | know, but | like good stuff because it pays to buy the best. 

| haven't a great deal of time for shopping so | get my ideas from 
our newspaper. We always read everything, especially the 
advertisements. 


1 Ce 


Rate £3.10.0 s.c.i. flat 


* East Midland Allied Press Ltd 


ABC Certificate July to December 1949, Net Sales 225, 353 per issue 


London Advertisernent Manoger 
GEORGE JACKSON, CLIFFORD’S INN, FLEET STREET, E.C.4 
Telephone: HOLborn 3611/2 
Man-hester Adverts 


sement : 
W. NOEL YULE, co HILTON & KAY, 4 WATER ST., MANCHESTER, 6 
Telephone: BLA 0402 


ONE ORDER ONE ACCOUNT ONE RATE ONE MATRIX 


| ee CAS RE NRE Mn 8 NAMES STINE er 
co 


Se ee He CE RP RR Oe ee 


GROUP NEWSPAPERS : 


NORTHAMPTONSHIRE EVENING 
TELEGRAPH, Peterborough Citizen 
& Advertiser (twice weekly, Tues. & 
Fri.), Kettering Leader & Guardian, 
Wellingborough News, Rushcien Echo 
& Argus, Thrapston, Raunds & Oundle 
Journal, Lynn News & Advertiser 
(twice weekly), Bury Free Press, 
Suffolk Free Press, Isle of Ely & 
Wisbech Advertiser (twice weekly), 
Newmarket Journal, Market Har- 
borough Advertiser & Midland Mail, 
Lincolnshire Free Press. Manoging 
® RAILWAYS ® BREWING ® FORGING ® MATS ® MANURES § Director: R. P. WINFREY, M.A, 
y LL.B. 


ee ee ee 


® ENGINEERING © SUGAR BEET © BOOTSESHOES ® BRICKS 
® SEEDS © CLOTHING ® IRONESTEEL ® AGRICULTURE 


® fruit © FLOWERS ® TimBER © CANNING ® DOCKS 
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EXCHANGE 
& MART 


4 


EVERY THURSDAY 
NOW OFFERS — 


te FOUR COLUMNS TO A PAGE 
each Ij” x 11h”. From the September 7th issue Exchange 
& Mart appears with new Format, to conform with that 
in general use by the National Press. 


je REDUCED WAITING PERIOD 


The new type area will enable us to accommodate 
more of the many advertisers who are desirous of 
using this unique journal. 


te INCREASING CIRCULATION) 
OVER 120,000 


Over 120,000 readers buy Exchange & Mart every week 
because they WANT TO BUY. 


Specimen Copy and Rates on application to :— 
“Exchange & Mart”, Link House 
24 Store Street, London, W.C.! 


MANCHESTER BILLPOSTING CO.17? 


29, BOOTLE STREET : DEANSGATE - MANCHESTER 2 


A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND NEWS TO MATCH 


EMMOTT & CO. LTD., KING STREET WEST MANCHESTER, 
LONDON OFFICE: 2/1, BEDFORD STREET W.C. 


NORTH SHIELDS APPEAL 


WAS UPHELD 


On February 28, the South 
Shields branch of the General 
Billposting Co. Ltd. applied to the 
local council for permission to 
erect a 48-sheet and 32-sheet 
panel on a gable (illustrated 
above) in Wellington Street, 
North Shields. By return came 
the council's refusal—on the 
grounds of amenity 

Wasting no time, the company 
appealed against this decision on 
March 3. They had to wait until 


July 14 for the Ministry's verdict. 
but when it came it proved to 
have been worth waiting for. 

Permission was granted subject 
to the following conditions: 

1. That the display be limited 
to one advertisement, measuring 
not more than 22 ft. x 12 ft. and 
placed centrally on the wall; 

2. That the display be per- 
mitted for a period of three 
years. 


Bradford’s Hand-Painted 


Religious Poster 


One of the latest in the series 
of religious posters now being 
displayed throughout the country 
is illustrated below It is 
of the same basic design as that 
reproduced in our issue of May 
18 (p. 324), but is hand- 
painted. 

This particular display was 
produced by Star Solus Sites Ltd. 
to coincide with the Methodist 
Conference in Bradford last 
month, the site being loaned by 
the Anglo-American Oil Co. 

Readers may remember the 


—ere= 


Come to« 
a Oa 


announcement in ADVERTISER'S 
Weexty of May 18 that Mr 
Howard Cook, of Star Solus Sites, 
had received copies of Canadian 
religious posters from E. , 
Ruddy & Co., Toronto, and had 
arranged for similar designs to 
be printed in England. He has 
suggested that poster contractors 
here might like to follow the 
Canadian example—of buying 
the posters and displaying them 
free of charge to strengthen the 
Church's appeal for a return to 
Christianity. 


Church 


And faith for 
testing times 
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is the new-style 
Motoring Magazine 

: with a practical 
safety-on-the-road policy 


‘ | GUARANTEED 
AVERAGE NET SALE 


W. F. RATHBONE, ADVERTISEMENT MANAGER 


. PUBLISHED BY HERBERT |. THOMPSON LTD 
ge 8 QUEEN ANNE STREET PORTLAND PLACE LONDON Wi 
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PACKAGING PARADE 


Pulling Strings—And 
A Rake’s Progress 


i hgee first string-opening com- 
posite to be produced here is 
illustrated below. The Metal Box 
Co., Ltd., are the sole licensees 
in this country. 


The container is especially 
suitable for packing such products 


Southwark Fair, some- 
times referred to as “ St. 
Margaret's Fair", is here 
shown in 1749 but was 
established by letters 
patent in tgs0 


us baby and invalid foods, custard 
powders, cocoa, confectionery 
biscuits and oat-cakes, etc In 
construction it is similar to 4 
normal composite container, with 
the lid seamed to the body, and 
being filled from the bottom. Just 
below the top seam a rip cord 
projects from the container. To 
open the pack a sharp pull on the 
rip cord cuts through the prepared 
wall of the body, and the lid. 
which then becomes a normal 
plug lid, can be removed 

This type of pack is said to oe 
tamperproof, to be easily opened 
and to have an effective reseal, It 
can be supplied either lined with 
foil or with plain white board, 
according to the nature of the 
contents. 


* * * 


POWDER box which per- 
mits the transfer of its con- 
tents to compact or puff without 
spilling has been designed for 


Standfitting Costs 


have tisen 


When they beld a Fair in 1749 the ‘ stands’ cost very little. A 
rough platform or table and a simple camopy sufficed. But Fairs and 
Exhibitions are only mirrors of the times, and in these days of keen 
competition and high standards of design they must absorb much time 
and money. Some Exhibitors say that the limit bas now been reached, 
that Standfitting is costing too much. We agree, and bere at Olympia 


J. & E. Atkinson Ltd 
Ltd. The box is fitted with a 
small rake (made by Long & 
Hambly) which draws the powder 
through a hole in the side. A 
rubber stopper keeps the hole 
tightly closed when the filler is 
not in use. 

Another novel idea is the 
Dimplestick—the new _ lipstick 
case. It is standard size but the 


by Lintas 
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sides are shaped, or dimpled, so 
that they fit into the fingers com- 
fortably. These two items form 
part of a new cosmetic range in 
which the white jars have grey 
lids embossed with a “white 
lady” design and the labels com- 
bine these two colours. The effect 
is good-looking and restrained. 


* * * 


EW detergent, Pat, has a 

glazed pack designed by the 
manufacturers, J. Bibby & Sons 
Lid., and printed by Brown, 
Bibby & Gregory Ltd 


we are making it our business to keep costs down. This does not imply 
that we aim at anything less than the best; it is largely a matter of 
planning abead and using materials wisely. Why not ask our repre- 
sentative to call and have a tall about the way we work ? 
OLYMPIA STANDFITTING 


OLYMPIA LIMITED - LONDON - W14* PHONE; SHEPHERDS BUSH 5366 
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Change of Address 


Owing to the expansion of the Trade Journals published by W. B. 
Tattersall Ltd. 


* LEATHERGOODS ” 

“THE TOY TRADER and EXPORTER” 

“THE FANCY GOODS TRADER and EXPORTER” 
“THE SPORTS TRADER and EXPORTER” 


it has been found necessary to secure larger premises, and we are 


pleased to announce that as from Tuesday, August 8th, 1950, business 
has been directed from the following address :— 


15 CURSITOR STREET, LONDON, E.C.4 


Telephone: CHANCERY 4001-6 
(6 lines) 
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{dvertising Case Histories—3 


Advice for athletes to boost 
nutritional products sales 


that athletes require much 


formation on 


Realising inf 
nutrition which is not readily available, The Crookes 


Laboratories Ltd. set up an Athletes 


Advisory 


Service. They linked it with their own products by a 


campaign in sports papers 
Scott & Son 


ig know what to cat and 
what not to eat while train- 
ing has always been a problem 
for the athlete. In 1948, when 
this story starts, there were 
plenty of theories on the subject, 
but published information, in 
non-technical language such as 
the ordinary sportsman might 
understand, was sparse. 

In that year, just before the 
London Olympic Games, The 
Crookes Laboratories Ltd. 
makers of a wide range of 
Vitamin and nutritional products, 
published and sent to sports 
organisations a booklet entitled 
Nutrition in Athletics and Sport. 
This was not done with any 
particularly ambitious intention, 
but as part of the normal sales 
development programme. 

But the response was as sur- 
prising as it was gratifying. So 
heavy was the demand for the 
booklet that it had to be re- 
printed to the extent of over a 


quarter of a million copies. 
Distribution to-day is world- 
wide. 

This was not all. As a result 


of the booklet’s success, a per- 
manent advisory service was 
established that has paid The 
Crookes Laboratories a_ rich 
dividend in goodwill among 
athletes all over the world. 

It appears that organisations, 
trainers and individual athletes, 
realising The Crookes Labora- 
tories’ interest in the subject, sent 
in inquiries on their own specific 
problems. Contrary to expecta- 
tions this correspondence did not 
slacken after the Olympic Games 
Indeed the demand became so 
heavy that it was decided to 
establish a permanent organisa- 
tion as part of the company’s 
P.R. set-up. The company’s staff 
of doctors and research workers 


—" by T. G. 
was augmented by outside 
specialist consultants to form 
The Crookes Athletes’ Advisory 
Service. 


The Service receives inquiries 
on a large variety of topics. 
Many have to be referred to 
expert medical advice. Since 
November 1948, when the Service 
was started, over 3,000 letters 
have been written and activity 
during the six months October 
1, 1949, to March 31, 1950, was 
as follows: 

Incoming correspondence 

Inquiries for advice 

Other correspondence 580 

Total 1,344 

Outgoing correspondence 

1 


TWO SERVICES 
FOR THE ACTIVE & ATHLETE 


croones | 
- Makers of Veen Prado ts 


be 


The Crookes Athletes Advisory 
Service was linked with the firm's 
products in the ad. above running 
in the winter. 

Publicity for the Service has 
now been extended to the sum- 
mer months with a campaign 
(right) for Crookes’ lodine Oil. 


The Service also arranges 
lectures by members of the 
Crookes staff; 40 audiences 
totalling 1,846 specially invited 
people have so far been 
addressed, among them the 
managers and trainers of several 
of Britain's most famous football 
clubs. 


Method of advising sportsmen 
of the existence of the Service 
(and, incidentally, linking it with 
the firm's products) was through 
an advertising campaign in sports 
journals. 


The company was 
fortunate in having at its 
disposal such an  unwasteful 


medium, for few regular readers 
of sports journals are not 
intensely interested participants 
in the particular sport covered. 
The advertisement illustrated 
here has been running for the 
past two winters, featuring 
Halibut Oil and Vitamin Quota. 

Now Crookes lodine Oil, a 
product hitherto unadvertised, is 
being introduced to this new 
sports public. £2,000 has been 
set aside for a summer campaign 
which is running in a number of 
club handbooks and in 16 sports 
papers such as Sport, Cycling, 
Athletics, Lawn Tennis and Bad- 
minton, The Cricketer, World's 
Sports, Athletic Review, Swim- 


STIFFNESS, SPRAINS, STRAINS 


‘Reliof... 


AT YOUR FINGERTIPS 
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agent, describe the policy 
adopted and why, and tell 
how this policy has been 


ming Times, and British Amateur 
Weight Lifter. For a larger 
public, Picture Post is imeluded 
in the schedule. Agents are 
T. G. Scott & Son Ltd. 

After an initial announcement 
(for which Trade Press was also 
used) style was mostly colloquial 
and, with full pages booked in 
most of the sports journals, there 
was plenty of room for attractive 
illustrations as well as descriptive 
copy. One illustration shows an 
athlete lounging in an armchair 
saying into a telephone: “I feel 
fine . . . stiffness completely 
gone.” Another depicts a youth 
talking to a girl about to ride 


away on a bicycle. He says: 
“My sprained ankle? Fine! I! 
used Crookes Iodine Oil.” The 


third ad. in the series shows a 
masseur talking to a young 
athlete in a changing room, tell- 


ing him: “ ... from experience 
I'd advise light massage with 
lodine Oil.” 


Although this particular cam- 
paign has only been running a 
couple of months, sales of this 
old-established line have already 
risen by as much as two-thirds 
and the graph continues to rise in 
a satisfactory curve. This result 
is attributed by the manufacturers 
directly to the campaign in the 
sports papers. 

It is not so easy to assess the 
value of the Athletes’ Advisory 
Service as a whole from a direct 
sales angle, for returns are inevit- 
ably inextricably bound up in 
the general sales figures. But if 
public interest, enthusiasm and 
weight of letters and telephone 
calls are an indication, then the 
Service is definitely pulling and, 
as far as the policy of the firm is 
concerned, The Crookes Athletes’ 
Advisory Service has come to 
stay. 


“For Greater London &Surrey Campaigns” 


Croydon 


104 HIGH ST., CROYDON 


Cimes 


MULTI-UNIT DISPLAY MAKERS 
HALF-TONE SPECIALISTS 


THE 
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MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.S 
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Duily Mail 
2,306,589 


The Largest Net Sale 
in the History 
of the Paper 


HE following are the certified average daily 


‘net sales of The Daily Mail for the first seven 
months of 1950 


January 2,187,978 
February 2,215,750 
March - 2,244,368 
April - 2,248,458 
May - 2,272,848 
June - . 2,299,264 
july - 2,306,589 


Covering still more 
“Daily Mail Class ” 
Homes 


ASSOCIATED NEWSPAPERS LTD., NORTHCLIFFE HOUSE, LONDON, E.C.4 


; > oe - ae . - vs ~—— eid. ail ‘S . i> i. > 1 -. 9 
~ F ery 
eae 
Pei 
es re ; 
. 2 
y bi 
‘es be 
; j ' 
“i a 
? 7 
a it 
a 
A ae 
Oe 
es 
me a 
Pi 
dane ae 
? | . 
43 r . 
4a ; im 
i 
g “i - 
: i 
he 
: em 
r if 
: ph 
“4 i 
— } 
ne , 
AL : 
; iG 
o 
i 
" Pa : | 
5 a , a 
Br’ 4 %; 
iy , B y 
‘he te 
Sa ee 
fia 7 
‘s 
> 
i 
: ix 
t ag 
> : ri 
tp - 
g 
e \ 
Pe 
i vel 
<a ee aR aR wh ET he - . 
a os a 
et: vee * aes hi ey ee ” Br ieee eh . 
a. 3k 6062 ae 3 io See wae 20th : 


ADVERTISER'S WEEKLY 


SEPTEMBER 13 
HARPERS SPORTS & GAMES 


For RESULTS From SPORTS TRADE ADVERTISING 
USE—THE TRADE’S ONLY WEEKLY—SPECIAL EXPORT NUMBER 


for full particulars apply to 


HARPER & CO. 


8 Lloyds Avenue, E.C.3 


ROYAL 3838 


FOR OIL COLOURS 
WATER COLOURS 


POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PEACY STREET © LONDON * Wi 


BIRKENHEAD 
NEWS GROUP 


WIRRAL 
46,744 


12/- INCH 


FLAT 
RATE 


owe POSTER SITES 
BULLETINS 


ERTISING 
COMPANY 


37, Spring Street, W.2 
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4ee§ 4207, 


Avuoust 17, 1950 


Editorial Publicity Is A 
Staff Man’s Job 


By G. A. T. BURDETT 
Advertising Manager, Dowsett Group 


Ts growing appreciation by 
. industry of the value of 
editorial publicity as a public 
relations medium is resulting 
in a phenomenal growth of 
pediars of industrial news. 

Commercial firms, industrial 
organisations, trade associations, 
advertising agents and publicity 
consultants, have all established 
Press relations sections. It is 
now, therefore, a major question 
as to who is best qualified to deal 
with this important work. The 
individual most qualified to 
handle news is, of course, the 
competent journalist. He alone 
knows what the Press require, 
when it is required, and in what 
form. This fact is not so widely 
appreciated. 


Under whose auspices should ~ 


the journalist operate? Should 
he operate on his own? Should 
he be a staff man on the organi- 
sation from which the rews 
emanates, or is a publicity organi- 
sation best equipped to provide 
him with office accommodation, 
salary and expenses? 

Public relations, and in par- 
ticular Press relations, is suffer- 
ing from many growing pains, not 
the least being what might be 
termed “over professionalism. * 
An air of pseudo mystery 
frequently overshadows its activi- 
ties. Responsibility for this lies 
largely with the publicity agent 
who, when discussing Press 
relations, speaks casually of 
columnists of the leading news- 
papers, industrial correspondents 
and “other unapproachables,” and 
vaguely refers to running into 
So-and-so in “The Street” or at 
the club. 

The common handout is treated 
with contempt and as being so 
much waste paper. as indeed it 
frequently is. To get a story in 
a national daily, or even to walk 
into a newspaper office, is implied 
as being something open only to 
the few. How far this artificial 
barrier has achieved results is 
illustrated when members of a 
trade association, considering the 
appointment of a P.R.O., refer to 
“The Iron Curtain of Fleet 
Street,” thus showing a complete 
lack of knowledge of Press 
relations. 

As every journalist knows, one 
has only to pick up a telephone 
and contact the news room of any 
paper or periodical and the story 
will be accepted (though not 
necessarily used) on its news 
value of a specialist nature, 
it will be passed over to the 
specialist correspondent. 

News, in so far as is practic- 
able, should emanate from 1's 
actual source, which ‘Means 
basically, that the chairman of 


the industrial organisation 
should himself contact the 
Press. Since this is not 
practicable, he employs a Press 
agent, and because such work is 
usually a full time job for a 
journalist, he is normally em- 
ployed on the staff as Press 
officer. As an employee, he is 
in an ideal position for inter- 
preting the company’s policy and 
activities. No matter how well 
equipped is an advertising agency 
to handle news, no matter how 
many newspaper men an inde- 


Peter Hope Lumley and David 
Grant, in recent issues, started 
an argument on editorial pub- 
licity: Is it the advertising 
agents or the P.R. consultant’s 
job? A client now takes up 
the cudgels anid maintains that 
the staff P.R.O. is best quali- 
fied for the job. 


publicist can cal] by their 
Christian names, neither organi- 
sation can at its best, do so well 
as a staff Press officer. 

The advantages of employing « 
staff man are manifold, but can 
be summarised as follows: 

He has direct contact with the 
chairman of his organisation and 
can obtain an immediate decision, 
if not from the chairman, from 
his deputy. Such expedition saves 
a newspaper man’s time and from 
the “firm's” point of view, reduces 
news casualties (by spiking) 
through insufficient information. 
absence of a “quote” or a con- 
firmation of a specific point. 

As the “official of the com- 
pany” he too can be quoted, 
while the newspaper man knows 
that the story is absolutely 
authentic, but should a misinter- 
pretation arise, he can_ more 
readily check the story.* Buck 
passing, if not entirely eliminated, 
is therefore reduced to a mini- 
mum. A newspaper man always 
desires to trace a story back to 
its source, and it is partly for 
this reason that the suspicien held 
by newspaper men of advertising 
agencies and publicists has 
developed. A story must come 
from a reliable source, and while 
an agency can cultivate a repu- 
tation for giving reliable news, 
though sometimes only after a 
long period, a story direct from 


(Continued on page 288) 
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The Evening Mews 


1,740,145 


Latest 


World Record 
Evening Net Sale 


Biba following are the certified average daily 
net sales of The Evening News for the first 
seven months of 1950. 


- - 1,746,305 
February - - 1,765,859 
March - - - 1,773,805 
April - - - 1,752,213 
May - - - 1,742,788 . 
June - - - 1,732,611 

july oa ?. 2 1,740,145 


London’s No. | 
Publicity Medium 


ASSOCIATED NEWSPAPERS LTD., NORTHCLIFFE HOUSE, LONDON, E.C.4 
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NOW is the time to arrange 
for ‘SYSTEM’ DESK DIARIES 


to give you all-the-year- 
round publicity in 1951 


N enquiry TO-DAY will bring you proof of the 

economical advertising values of ‘SYSTEM’ DESK DIARIES 
in good time for you to obtain supplies for Christmas or New 
Year Gifts. Your name and business announcement printed 
on each Daily Sheet will bring your goods or service 
prominently before the notice of your clients or prospective 
customers every hour of every working day throughout the 
whole year. 


Supremely useful and remarkably practical, the ‘sysTEem’ 
DESK DIARIES are in constant daily use, serving as infallible 
reminders of appointments, things to be done, and so on 
They are more frequently referred to than any other article 
of desk equipment, and so constitute the most effective form 
of continuous but inexpensive publicity. 


WITHOUT OBLIGATION 
fill in and post the coupon below 
for particulars and quotations NOW 


r----------- 


To SHAW PUBLISHING CO., LTD. 
| 180 Fleet Street, London, E.C.4 
Without incurring any obligation I would like to have 
| your quotation for.. ‘SYSTEM’ DESK DIARIES for 
advertising purposes. 
5 Name 


Address 
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_ Editorial Publicity—continued 


an industrial organisation is 
usually considered reliable. 

A staff man can, and should, 
attend board mectings, even 
where major decisions are 
reached, for as an employee he 
can be entrusted with secret and 
confidentia! information ‘no less 
than can the secretary and 
accountant. Directors and 
accounts executives of agencies, 
do, of course, attend board meet- 
ings of their clients, but usually 
only where publicity questions are 
discussed. : 

He can issue news—“hot news” 
+—as distinct from historical state- 
ments dished up with all their 
publicity trimmings by some pub- 
licity agents. It is true that the 
outside publicist can pass on hot 
news received from clients with- 
out much loss of time. but he 
must rely on someone in the 
organisation, who can recognise 
news for what it is worth and pass 
it on before it grows cold 

A staff Press officer appreciates 
the value to his organisation of 
the regular distribution, and 
publication, of good sound news, 
as opposed to the many stunts 
which appear to be the publicists’ 
forte. “Man bite dog” stories, 
which are usually stunts, are over- 
done and overrated 

The staff man also more readily 
appreciates the value of editorial 
publicity in trade and technical 
journals, as compared with the 
infrequent “mentions” in the 
nationals where the name and 
brand is all too frequently 
omitted The more cautious 
staff man, with his feet on 
the ground, may miss much 
editorial through lack of stunts. 
but his “mentions” will be good 
straight stories causing no 
embarrassment to firm. paper, or 
reader. 

With other members of the 
staff as his daily companions, a 
staff journalist can create his 
suitable background and atmos- 
phere and collect stories which 
may pass unnoticed by the out- 
side publicist paving oceasional 
visits to the factory 


Enthusiasm of 
the Staff Man 


While not overlooking the 
publicity angle which is the chief 
reason for his being employed. 
the staff man can view his work 
as that of a writer who eets a 
great kick out of “telling the 
story of his firm” through the 
medium of the Press. No outside 
publicist can treat a two-page 
editorial in a trade journal with 
the same genuine enthusiasm as 
can the staff man 

Press facilities. particularly at 


short notice. are more easily 
arranged by the staff man. News- 
paner men will almost invariably 
contact a commercial organisation 
direct and naturally do not 


desire to be referred hack to a 
publicist. When important points 
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are raised by a newspaper, the 
staff man can easily deal with 
them on the spot, cither by mak- 
ing a decision of his own, by 
passing on a decision made by 
the Board, or by persuading his 
chairman to speak to the news- 
paper direct. 


Advantage of 
Greater Speed 


Since letters to editors, cor- 
rections to newspaper reports 
and answers to readers’ letters 
appearing in newspapers must be 
dealt with immediately to be 
effective, valuable time must be 
lost if they are passed through a 
publicist. 

It has been claimed by agency 
publicists that they are in a 
favourable position because they 
can easily contact their advertis- 
ing colleagues for information. 
News that has to be gleaned from 
such other sections of an agency 
can hardly be termed “hot” news. 
It may be good “puff” material, 
but in any event it must have 
been collected from the client. 

It is also said that a staff Press 
relations man becomes stale or 
eggbound. No good journalist 
will allow himself to become stale, 
and he will spend a considerable 
time, out of the works and in 
Press circles, to maintain contacts 
and a fresh mind. 

It cannot, however, be empha- 
sised too strongly that the person 
employed in Press relations must 
be a competent journalist, well 
known to the Press, national, 
local and technical, and knowing 
how, when and where to place 
a story. 


“Store” Essay 
Competition 


Store has announced the 
following subjects for its third 
annual essay competition, open to 
its readers who work in retailing: 

General section, “Selling in a 
Buyers’ Market.” “The Future of 
Self-Service,” “The Advantages 
and Disadvantages of Large-Scale 
Retailing.” “The Effects of 
Resale Price Maintenance on 
Retailing;” special section, “Staff 
Training, 1951.” 

Closing date for entries, which 
should be about 1,500 words, is 
November 1, 1950. There are 
prizes of 25, 10, and 6 guineas. 


A “talking Belisha Beacon” 
for use in schools has been 
demonstrated at the Collins Music 
Ha!l to representatives of twenty 
London boroughs by Leonard 
Lake Advertising Co. “Talking 
posters,” which Mr. Lake claims 
can be adapted to any form of 
advertising or product, were also 
demonstrated. 
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‘Sunde Dispateh | 
2,500,000 


The Largest Net Sale 
| in the History | 
of the Paper 


B ieee following is the certified average weekly net 
sale of the Sunday Dispatch for the first seven 
months of 1950. : 


January - . 2,304,539 
February - - 2,316,123 : 

March- - - 2,364,880 
April - ~ - 2,39 1,988 4 

May - - - 2,436,088 
June - - - 2,466,707 
july - - = 2,495,967 


August Sales are 
over 2,500,000 


ASSOCIATED NEWSPAPERS LTD., NORTHCLIFFE HOUSE, LONDON, E.C.4 
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ADVERTISER'S WEEKLY 


COMMON KENILWORTH 
Phone: Birmingham STE. 4235 


Notice 


to NATIONAL ADVERTISERS 
and ADVERTISING AGENTS 
JERSEY & GUERNSEY 
BUS ADVERTISING 
Inside spaces available, sine 22° x 8° 
Outside Targets (Jersey only) 


Apply DARBY-WADE LTD. 
97 SHIRLEY ROAD, CROYDON 
1 Addiscombe 3147/8 


EXHIBITION 


SILK - SCREEN 


DISPLAY 


Lik 


OF GLOUCESTER. 
“Phones: GLOS. 2228!-2.3 
Londen TRAfalgor 42778 


ROTAPRINT & MULTILITH USERS 
service 
that is second to none . Our speed is 


VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


comprehensi service includes 
) Stik Screening Metal Parts, etc 


Ruxtoe St, Rd., 1 


Avoust 17, 1950 


& 
FIELD SPORTS 
magazine 
(published every other month) 
appeals to well-to-do men and 
women. 
If your goods are quality good- 
FIELD SPORTS MAGAZINE 
can help you sell them. 
Specimen copy, etc., from 
WILL KITCHEN JR 
(MAGAZINES) LTD 


134, FLEET STREET, £.C.4 
Telephone: CEN«ral 1960, 3133, 3754 


b snowCARD ly d 


« CARDS STRE Ay 
oo ett 5 


StLK:! <2 a su 


97 SHIRLEY ROAD. CROYDON 
AOOISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN i SHARP EXPRESS £ 
CRAFTSMANSHIP OELIVERY 


‘consuit.us ror DAY-GLO 


SPEEDY SERVICE 


e 


“\CLELAND. 
veer 


Caveamn, eutare ond Gahay platen 


te order, mimmacint Fe 


we. Ww. seared LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


NEW BOOKS REVIEWED 


— 


Selling To The 
“Big 400” Of U.S. 


. 
Retailers 
Mass cs Te The “@O0" Mass 
Retailers, by E. B cies. (Pu in 


by the Ma er Co. Led. 
iis. 64.) 
Another volume from the 


Printers’ ink Business Bookshelf, 
and a good one, too. About four 
hundred large retailers do over 
half of the total volume of retail 
business in the U.S., and this 
comprehensive analysis of an in- 
tricate distributing system tells 
manufacturers how to merchan- 
dise, sell and advertise to this 
market. 

A question is posed: Are you 
making a mistake in gearing your 
sales and advertising to an out- 
moded concept still tailored w 
the needs of the small indepen- 
dents? 

If you fe.l that you are, Mr. 
Weiss offers you inside informa- 
tion about the retail giants—their 
policies, practices and future 
plans are outlined, and you are 
shown how you can revamp your 
sales policies and frame your 
merchandising, advertising and 
promotion pieces for a better 
share of a lucrative field. For 
good measure there is a full list 
of the 400 retailers, with their 
addresses, the fields in which 
they operate and their annual 
sales volumes.—W.A.C 


Export Salesman’s 
Swan Song 


_ International Bagman. by Oscar Phillips 
of Export, &. 6d.) 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


S VAUXHALL BRIDGE ROAD 
CTORIA-S.W.1. TEL. VIC 0912.3 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 


172a Plough Rd., Battersea, S.W.! 
Tel. Nos. Bottersee 5300 & 4886 


Photographic Enlargements 
in all sizes up to 80 aq. ft. in one piece 


The Co. Led. Noue A. 
London, W.1} “Phone : 


RENOVATION 


* eecTion 


REGINA hha SIGNS A DISPLAYS LTD 
“wee 


soac HANWE 


Pr eer yt (ny ae aren Condens 


This book is not a treatise on 
overseas marketing It is a 
human story by a wise old hand 
who has spent a lifetime learning 
all the tricks, and all the snags. 
And it is addressed primarily to 
the many young men and women 
who will be called upon to travel 
abroad to maintain and develop 
Britain's export trade. They 
should read it, for they will toon 
from Mr. Phillips many things 
only experience can teach, and 
which they will never learn by 
studying for the Institute of Ex- 
port examinations. 

Chapter headings give an indi- 
cation of the ground covered. 
They include “Investigating the 
Market,” “Appointing the 
Agents,” “The Expenses Sheet,” 
“Personalities and Peculiarities,” 
“Cables. Codes and Combines” 
and “Writing the Report.” 
Whether he is explaining in 
simple language a difficult point 


of practice, or just advising the 
| novice how to comport himself 
| abroad, the author is the very 

embodiment of common sense, 
| and his sense of humour never 


permits him to be prosy or 
didactic. 

Two chapters cover os 
and how to present the goods. 
“If you propose to sell an article 
of general consumption, then 
you have got to advertise,” says 
Mr. Phillips. “Such being the 
case it is as well to make use of 
a good advertising agency and do 
it properly.” But it is typical of 
the man’s cautious outlook that 
he adds, “They (the advertising 
agencies) can help an” inexperi- 
enced firm quite a lot provided 
that you don’t let them boss you 
about too much or forget that 
they have their own axe to 
grind.” 
The Institute of Export has 
done well to publish in book 
form these recollections of a 
varied and interesting career, 
which were first serialised in its 
official journal.—C.D.R. 


IN BRIEF 


Cussons Book of Tropical 
Fishes (Cussons Sons & Co., Ltd., 
Manchester, 5s. 6d.) assembles the 
twelve colour plates of tropical 
fish by C. Chater which have ap- 
peared in the advertisements for 
Imperial Leather Toilet Luxuries 
made by Cussons (whose advertis- 
ing agents are Richard Potts and 
Partners Ltd.). The brilliant pic- 
tures are a joy for youngsters and 
grown-ups. A. Frazer-Brunner, 
the acquarist and ichthyologist, 


contributes cient annota- 
tions in an article on fashions in 
fishes. 


The Waste Trade Manual and 
Directory (British - Continental 
Trade Press, 20s.), second edition of 
which has recently been published, 
provides all sections of the textile, 

paper and metal waste trade with 
an invaluable reference work as 
well as an assessment of the pros- 
pects for the future on a variety of 
sub-sections of the industry. Sec- 
tional directories and a ~~ 
guide covering the whole world 
are useful features. 


Laundries and Laundry Requi- 
sites (Anglo-Scottish Press, 5s.) 
is a strongly bound and well 
printed book giving a comprehen- 
sive classified buyers’ guide, a 
directory of laundries including 
hospitals. possessing their own 
laundry, and a list of dyers and 
cleaners. This, the ninth edition. 
has some 430 pages, of which 
well over a quarter are advertise- 
ments. 


The Liberal Ethic is a booklet 
issued free to its readers by the 
Trish Times, embodying an exten- 
sive liberal-versus-clerical con- 
troversy that appeared in that 
journal on the attitude of the 
Roman Catholic Church on a 
number of leading moral ques- 
tions. 
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To simplify and ensure register 
in colour line-work : 


ARTISTS who prepare finished drawings for line colour-work 
should be wary of overlays made on different types of 
material, some of which may distort with atmospheric 
variation. This doesn’t ease the block-maker’s task of 
faithful reproduction . . . often necessitates lengthy photo- 
graphic manipulation to get tolerable register, and even this 
is sometimes well-nigh impossible. 


The method of print duplication and 

** painting-up" for colour separation 
and register is ‘safe and sure. One 
original is needed in black and white, 
with “key” lines where necessary and 
a rough colour guide for separating and 
proofing. For example, blocks for 
3-colour printing (1, 2 and 3 alongside) 
are made from the original drawing (top 
left—twice reduced) which was marked 
and keyed for the tint shewn in illustra- 
tion (2). A rough to indicate the colour 
separations required was, of course, 
provided. Numerals in these illustrations 
are engraved to facilitate reference. 


LONDON (Head 


and Works) 


Standard House, Fi St., London, ECA. 
Telephone : CENtral 20. 

BIRMINGHAM and Works) 

65 Livery St. Tek CENemal 7971. 


BRISTOL (Office and Works 


669-671 Fishponds Road, Bristol, Telephone : 
FISHPONDS 55373-4. 
MANCHESTER w 

Chambers, 15 Market Telephone : 


Sun 
BLACKFRIARS 2004. 
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ONE OF the film industry's 
pioneers of the publicity tic- 
up has now become director 
of advertising and publicity 
at Warner 


resigna- 
tion of 
Gayne Dex- 
ter owing to 
ill-health. He 
is Jack 
Francis, who 
joined War 
ner's only 
last Novem 
ber as ex 
ploitaton 
chief. His 
Evening 
Standard 
tic-up for “I Was A Spy” is only 
one of many successes that come 
to mind. 

Francis broke into films in 
1920, at Bristol, in the publicity 
department of Albany Ward 
Theatres, Subsequently he worked 

always on the publicity 
or exploitation side—with Pro- 
vincial Cinematograph Theatres, 


Jack. Francis 


1,000,000 people. 


Mainly Personal— 


By CONTACT 


SEEKING A new market the 
Space Buyer turned his attention to 
The Universe a newspaper with an 
enthusiastic following. 


Summing up he decided that : 


@ It gave news that its interested readers could not 
find in the lay press. 

@ Its net sale figure exceeding 232,000 copies 
weekly represented a readership of approximately 


@ The Universe had shown a rising sale figure every 
year for the past 0 years and therefore he could 
buy in a rising market. 


So he placed his order and got 
QUALITY + QUANTITY + RESULTS 


at 40)- per s.c. inch 


No national appropriation is complete without 


Che Unwerse 


FIELD HOUSE - BREAMS BUILDINGS - LONDON FC4 


Gaumeont- British 
Artists, with whom he stayed for 


and United 
twelve years When David 
O. Selznick left U.A. to set up 
his own distribution organisation, 
Francis went with him, to become 
his exploitation directer in this 
country. Within one month he 
was promoted to publicity direc- 
tor. 

That his work is his hobby is 
not surprising, for he has show- 
manship in his blood. He comes 
from theatre and vaudeville stock, 
and, even as a youngster, helped 
to publicise theatrical shows 


* * * 


A PERSONAL 
with railways of 37 years 
and a family one of nearly 
a hundred was broken when 
H. A. G. Worth became manag- 
ing director of Griffiths and 
Millington. It was in March 1913 
that he joined the Great Western, 
and he went back to it in 1919 
after having been invalided out 
of the Army (an R.F.A. officer, 
he had been severely wounded in 
August 1917). He remained on 
the operating side till 1929, when 
the G.W.R. founded its own trade 


connection 


advertising department to sell 
commercial advertising space on 
its stations. Joining it, he be- 
came its chief, as trade advertis- 
ing agent, in 1934. So, almost 
literally, he was railroaded into 
advertising! 

Three years later he was on 
the L.P.T.B.’s trade advertising 
side. But the war was to inter- 
rupt once again, when he was 
lent to the welfare department 
to organise Tube shelters during 
the blitz. In April 1941 he be- 
came assistant divisional super- 
intendent at Birmingham and a 
year later divisional superinten- 
dent to the Exeter Division, 
where he remained till he joined 
Griffiths and Millington in, July 

Worth is an Aldwych Club 


member. 
* a * 

DAILY MAIL advertisement 
men are playing a prominent 
part as backroom boys for 
that paper's cross-Channel swim- 
ming race to be held, if all 
goes well, next Tuesday. Assist- 
ing the organiser, Jeffrey Truby, 
manager of the Mail's special 
services department, is Kenneth 
George, who has had long service 
in the advertisement department. 
O.C. boats and supplies is G. S. 
McNight who has been in the 
department for 25 years. Com- 
munications are in the charge of 
G,. A. Laskey (Sunday Dispatch 
advertisements); while “French 
Affaires” will be looked after by 
J. C. B. Myers personal assistant 
to W. Faux, advertisement direc- 
tor of Associated Newspapers. 

Frank W. Roots, who manages 
Press relations for the Daily Mail 
Ideal Home Exhibition and the 
Evening News Flower Show, 
hopes to supply bulletins during 
the race from his office at Folke- 
stone swimming pool. Here's 
hoping the weather keeps fine for 
all the participants, not forget- 
ting the fifty Pressmen, from 
newspapers and agencies all over 
the world, who will be on the tug 
“Rumania.” 

In the tug will be Decca Navi- 


gational equipment which will 
provide a pin-pointing of every 
swimmers position. The 


‘Rumania's” radio-telephone will 
offer land communication at 
ordinary commercial rates. The 
Mail is also providing a launch 
to take Pressmen from the 
“Rumania” on a tour round the 
swimmers now and then. E, H. 
Temme, the both-ways Channel 
swimmer, who ts technical organ- 
iser, will have a launch to keep 
an eye on the compctitors. 

The umpires, one to each 
swimmer’s motor-boat, have been 
chosen from personnel from all 
Mail departments. I feel pretty 
sure there was no shortage of 
volunteers! 

. ~ 


WHAT sort of voice does one 


expect from a _ Transparent 
Woman? Apparently the sort 
possessed by Margaret Flannery. 
Margaret may not be so easy 


to see through as Lumena but 
it is her recorded voice ‘that will 
be heard when Lumena goes on 


As Lumena’s “voice,” copywriter 
Margaret Flannery will reach a 
new audience. 


show at the British Food Fair, 
Olympia. 

Twenty-nine years-old Miss 
Flannery has been with Everett's 
for four years. Bob Martin, 
Youthlines, Lilley and Skinner, 
Dorville, Accurist, and Civil De- 
fence are among the accounts on 
which she has worked as copy- 
writer. 

Margaret loves horse-riding, 
used to breed and show dogs. 

. . * 
SUSAN KORN, who was space 
buyer with G. S. Royds for 23 
years before she left for the 
States last September, is now in 
process of taking a 7,000 mile 
coast-to-coast bus trip, visiting 
the larger cities and principal 
points of interest. In Chicago she 
spent several days with Mr. and 
Mrs. E. R. Gauley. Gauley is 
vice-president of Maclean-Hunter 
Publishing Corporation, and 
when in London was managing 
director of MacLean-Hunter Ltd.. 
publishers of British Printer and 
several other magazines and 
business periodicals. 

Miss Korn left Chicago for San 
Francisco and Los Angeles, in- 
tending to make a brief stay in 
Yellowstone Park en route. She 
expects to sail from New York 
for Britain in October. 


WEEKS WISECRACK 


~ 


“So many of our chaps 
spend their afternoon at 
the Oval, we might get 
Compton to write copy 


for us in exchange.” 
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Choosing The Best 
Commercial Photos 


Leading industrialists, an 
Oxford professor, a film director. 
a Government official and a 
photographic model are among 
people who will choose pictures 
for the Institute of British Photo 
graphers Autumn exhibition of 
photography in commerce and 
industry, at the R.B.A. Galleries, 
W.1, October 3-9 

This method allows others to 
sit in judgment on the photo- 
graphers’ work, although a jury 
comprising leaders of the profes- 
sion will meet separately, but will 
have no power to reject any pic- 
ture awarded an “A.” 

Judging is being done by 
two panels, among whom are 
Jack Beddington, of Colman, 
Prentis & Varley Ltd; U. V. 
Bogaerde, art editor, The Times: 
Frank L. Cyprien, colour artist; 
L. J. Luffingham, P.R.O., Electri- 
city Board; Sir Graham Cunning 
ham; Tom Hopkinson, editor, 
Picture Post; PF. H. K. Kenrion, 
poster artist; Professor J. A 
Gunn; Barbara Goalen, photo- 
graphic model. 


“Putting It In Print,” travelling 
exhibition of the British Federa- 
tion of Master Printers, has been 
booked until the end of June. 
1951. A number of inquiries and 
provisional reservations have also 
been received for 1952. 
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* Recovery’ Exhibitions Are 


Drawing Bigger Crowds 


Some indication of what may 
be post-war normality in public 
attendance at exhibitions is given 
by figures obtained by ApvVer- 
riser’s Weexiy. These do not 
suggest any general falling off in 
the popularity of exhibitions that 
was so marked a feature of the 
years immediately following the 
war. 

The accompanying table shows 
the post-war and pre-war attend- 
ances at some of the leading pub- 
lic exhibitions. The picture is an 
encouraging one. It will oe 
noticed that though the abnormal 
degree of curiosity and consumer- 
hunger that resulted in the re- 
markable attendances at Radio- 
lympia in 1947 and the Motor 
Show in 1948 no longer obtained, 


the 1949 figures were nevertheless 
well above the pre-war ones. 

The intensification of the drive 
for economic recovery is reflected 
in the increase of 13,000 for the 
1949 Business Efficiency Exhibi- 
tion over 1947. Remarkable in- 
creases all along the line are shown 
by the Schoolboys’ Exhibition. 

It must be emphasised that the 
figures shown are intended merely 
as a rough-and-ready guide. The 
Business Efficiency Exhibition, 
for instance, was held in Man- 
chester in 1938, but in London 
in the post-war years. 

Figures for the British Indus- 
tries Fair are not given because 
of the post-war policy of restrict- 
ing public admission in favour of 
home and overseas buyers. 


Exiubinon lose 


1047 19048 1949 19850 


Daly Mal 


Ideal Home 473,800 


1,111,024 1,060,205 1,244,455 1,090,117 


Schoolboys’ 


50,000 5,000 


Mechanical 
Handling 


- 32,32 


Motor Show 233,463 


— 562,062 


Radiolympia 144,368 


443,613 


36,572 
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Whistler Drawings 
Mark Jubilee 


A folder containing six prints 
of drawings by Rex Whistler has 
been sent out to regular mail 
order clients of Rothman’s Ltd.. 
cigarette manufacturers, to mark 
their diamond jubilee. It was felt 
that this customer-relations effort 
was preferable to a booklet 
tracing the history of the firm 
from a small back-room to the 
present 3274 acre factory 

The drawings, part of a series 
of thirty commissioned by Roth- 
man’s, were first published in the 
company’s advertisements 


More Colour Ads. In 
> . 

American Magazines 

Printers’ Ink quotes a report 
the Magazine Advertising Bureau 
(of America) that colour advertis- 
ing in that country last year 
amounted to nearly half the total 
advertising space in that medium 
Colour was used in 46 per cent 
of all advertising in 56 leading 
publications In 1939 colour 
totalled less than a third (29-8 
per cent). 

Recommendation to the town's 
publicity department to “put a 
few posters in the railway 
stations” in the north of England 
is made in a leading article in 
the Brighton Evening Argus. 


“THE STAR” net sales 


for JULY 1950 averaged 
1,262,17Ocopies daily 
51,767 more than in 
July 1949 


* Price per inch per (000 
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CURRENT ADVERTISING 


McConnell’s Get Eugene Account: L.P.E. To Launch 


ACCOUNTS MOVING 

To McConnell’s Advertising 
Service Led. London office: 
Eugene Ltd., permanent waving 
machines, driers, sachets, etc. 

To Paul E. Derrick Advertising 
Agency Léd.: Minimode (Chil- 
dren's Wear) Ltd. and its asso- 
ciate company, Sydney Benskin 
& Co., Ltd. Campaign to include 
women's journals and filmiets. 


To Mayfair Advertising Lid: 


Hanovia Products Ltd., liquid 
golds, platinums and _ lustre 
colours (technical journals). 

To Tibbenham 3 
London Electric Firm Ltd. 


makers of searchlights and ancil- 
lary equipment (increased appro- 
priation in technical journals). 
Piggott Brothers & Co., Ltd., ex- 
hibition stand erectors and tent 
makers (direct mail and Press). 
To John Benington Ltd.: 
Wayne-Kerr Laboratories Ltd, 
makers of scientific measuring 


equipment. Technical journals 
home and overseas (including 
US.A.). 

NEW ACCOUNTS 


To Lendon Press E 
Ltd.: A new 30-second Soup Mix 
to be introduced at the British 
Food Fair by Foster Clark Ltd. 


gravy browning will be introduced 
and sweetened sponge mixture 
brought back to the market. In- 
creased appropriation will run in 
national dailies and Sundays, 
weekly and monthly women's 
journals, and Radio Times. 

To Foote, Cone & Belding Led.: 
Mais Oui, new perfume and 
cologne by Bourjois. Announce- 
ment and pre-Christmas cam- 
paign using posters and a Press 
schedule including Daily Express, 
Daily Graphic, Daily Mail, Illus- 
trated, Picture Post, Woman, 
Woman's Own, Britannia & Eve, 


Everywoman, Good Taste. 
Modern Woman, Woman and 
Beauty and Woman's Journal, 


using colour and black-and-white. 
Trade announcements in Chemist 
& Drugeist and Hairdressers’ 
Weekly Journal. 

To Hoffman & Co., Birming- 
ham: Opex Brushes _ Ltd. 
Nationals, provincials, general in- 
terest magazines and trade Press. 

To Mayfair Advertising Ltd: 
Clean Homes Service, cleaning 
and renovating services for homes 
and offices (suburban papers). 

To Gee Ady 


Led. 
Leicester: Art Forma (Uphol- 


stery) Ltd. Trade Press and class 


ter: Electroway Heaters Ltd. 
manufacturers of electrical equip- 


ment (trade and = technical 
journals).—Universal Conveyer 
Co., Ltd. (trade and tcchnical 


journals covering heavy indus 
tries and extending later to food 
and bottling industries) 

NEW CAMPAIGNS 

For Star double-cdge razor 
blades, products of Ever Ready 
Razor Products Ltd., 6-in. doubles 
in national dailies and Sundays. 
and selected specialised papers 
This continues the large-space 
campaign which started earlier 
this year when the blade was 

iven general distribution. Agents 
Couns & Rubicam Ltd. 

For Shell petroleum. prestig* 
scheme using large spaces in 
nationals. Agents: © Prea- 
tis & Varley Lid. 

For Masque bathroom fitting: 
which are being introduced by 
W. C. Youngman Ltd., in selected 
trade journals. For Johnson & 
Johnson (Gt. Britain) Ltd. to in- 
troduce a sprinkler top tin for th 
firm's baby powder, in trade 
Press. Agents: F. C. Pritchard, 
Wood & Partners Lid. 


FACTS FOR SPACE BUYERS TO REMEMBER 


| “THE STAR” has the fasiest growing circulation of 
any London evening paper. 

2 “THE STAR” has the SECOND largest evening net 
sale in the world. 

3 “THE STAR” mil-inch* rate on September Ist next 
will still be only 32°6% more than in 
September 1939—1-95d per inch per 
1000 compared with |-47d pre-war. 


For London and the Home Counties 


Pays in the long tun 


ROY CLARK, Advertisement Director, 12-22, Bouverie Street, E.C.4. "Phone CENtral 5000 


ADVERTISER'S WEEKLY 


For Citrus Products Co., Lid, 
(“Four Seasons” fruit drinks) and 
Jaflajuce Lid. (Gold Cup Jaffa- 
juce), special Christmas cam- 
paigns in trade and national Press. 
Agents: Greenty’s Led. 

For Avon H.M. tyres, during 
the period of the Motor Show, in 
motoring journals and selected 
nationals, Agents: Nelson Ad- 


For sanitary towels manufac- 
tured by Alexander Carus & Sons 
Lid., in women's journals sup 


ported by display material. 
Agents: Collinsen’s A 
Agency Léd., Leeds 


OVERSEAS CAMPAIGNS 
D. J. Keymer & Co., Ltd, have 


been appointed agents for 
Imperial Chemical Industries 
(India) Ltd 


Armstrong-Warden Ltd.. who 
handled home publicity for 
Ferodo Lid. during 1944-1948, 
have been appointed the firm's 
export agents from October. 


Ever Ready To Ran 
Selling Fortnight 


A selling fortnight from 
October 9-21 is to be held by 
the Ever Ready Co. Ltd., backed 
by quarter and half-page adver 
tisements in the Radio Times 
Minimum orders will qualify re 
tailers for free display materia! 
and advertisements in local papers 
which will be placed by Era Pub- 
licity Led., the Fver Ready agents 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT Miss Doris Richardson, 
director, Norman Kark Publica- 
tions, left by air on Friday for 
a business trip to Paris 

* * * 


THAT the Hulton Press cricket 
team played their agents, Colman, 
Prentis & Varley Ltd., at Watford 
on Sunday-—-and lost. And 

* * * 
THAT one of the umpires was 
Francis Denman of Voice & 
Vision Lid 

* * * 
THAT a new nail varnish is com- 
ing on to the market shortly. 

* * * 


THAT J. M, Black, assistant 

space buyer with Everetts Adver- 

tising Litd., is leaving to take up 

medical studies at the London 

Hospital at the end of the month. 
* * * 


THAT J. A, Brebner, chief public 
relations and publicity officer, 
British Transport Commission. 
arrived in Venice yesterday 
(Wednesday) with Edgar Anstey. 
the Commission's film officer, in 
connection with the showing at 
the Venice Film Festival of the 
three recently produced transport 
films, “Berth 24,” “Transport,” 
and “Inland Waterways.” 


THAT R. S, Davies, space buyer 
with C. P. Wakefield Ltd., was 
rushed to hospital on Thursday 
last for an emergency operation 
for appendicitis. He is making 
tisfactory progress 
* * 


THAT sales amounted to many 
hundreds of pounds when the 
Eastbourne branch of Bobby & 
Co., Ltd., staged a special win 
dow display tied-up with adver- 
tising to boost carpet sales 

7 a * 


THAT Leslie A. Luke, PRO 
for Coras lompair Eireann 
(Transport Company of Ireland), 
who has been in hospital for some 
months, has now returned to his 
home for a period of convales 
cence, 
* * 

THAT Alan Whitworth, director, 
Incorporated Society of Brit‘sh 
Advertisers, will speak at the 
luncheon meeting of the Display 
Producers and Screen Printers 
Association. Cafe Rqyal, London, 
September 12; Publicity Club of 
Sheffield, “The Point of View of 
the Man Who Pays,” September 
15; and Publicity Club of Oxford, 
“Traps for the Unwary,” Septem 
ber 20. 


Seals for 


LITHEMBOS AND METCRAFT SEALS 
FAMOUS FOR 20 YEARS 


WALSALL LITHOGRAPHIC CO LTD 


MIDLAND ROAD : WALSALL 
29 LUDGATE HILL: LONDON -: EC4 
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Welsh Bard’s Rhyme In Gas Board Ad. 


SICAERFFILI 4 
eH Bm id 


pny 


i nooor | = - 


Believe it or not, the copy in 
the right hand pane! of this adver- 
tisement is a limerick, written in 
Welsh by a Welsh bard known as 
Crwys, who is the Rev. W. Crwys 
Williams A rough translation 
says: 

“There is nothing in the world 
like Gas 

Nothing like Gas so they say, 

In Eisteddfod and home, 

Without smoke and without 


@ 


Son, hm yu y byd pel Noy 
“fies beg pol wy aol ‘uhhary, 
henu hadihide vhagin 

Mad fog 0 hed foyer 


ey gacee maechews by Mh wo y 


bellow 5, 

Welsh Gas has it for ever- 
more.” 

This advertisement was inserted 
in the Welsh Eisteddfod pro- 
gramme by the Welsh Gas Board. 
During the Eisteddfod there is a 
display at the local gas show- 
room, and a mammoth Welsh 
flag flies from the top of the gas- 
holder which is visible from the 
Eisteddfod pavilion. 


THAT a speech, “Talking of 
Wholesaling,” recently given by 
F. Murray Milne, P_R.O. to the 
Wholesale Textile Association 
has been reprinted in pamphlet 
form and is to be circulated to 


wholesale textile warehouses 
throughout the country 
* * * 


1HAT Cogent Advertising Ser- 
vice Ltd., Coventry, issue to their 
golfing clients plastic tees with 
the words “Cogent for drive” on 
the crown 

* . * 
THAT the Institute of Packaging 
have arranged an educational 
course for junior executives in 
the package-using and packaging 
industries, starting in October 

. . . 
THAT no advertising has been 
planned yet for the new Vickers 
tractor which is to be distributed 
by Jack Olding & Co. Ltd. 

* . * 
THAT the American Natienal 
Association of Pyjama Manufac- 
turers has started a campaign to 
popularise transparent pyjamas 
in voile and other sheer fabrics 
to stop men sleening in the nude. 

* * * 
THAT publicity loud-speakers 
have been banned in Rome as 
part of an anti-noise campaign 

. * * 
THAT an exhibition occupying 
more than 150.000 sq. ft. and 
showing the latest developments 
in building techniques, new 
materials and new plant and 
equipment for the builder will be 
held at Hunslet Moor, Leeds, 
from September 11-16, 


THAT Daniel Barnett, of Studio 
Torron Ltd., flew to Paris last 
week to arrange stand sites for 
British exhibitors at this year’s 
French Salon des Arts Menager 
exhibition, 
* * * 
THAT posters inviting public in- 
terest in Council meetings are 
displayed in Camberwell as part 
of a drive to encourage civic pride. 
* * * 


THAT an International Knitting 
Machinery Exhibition will be held 
at Granby Halls, Leicester, from 
October 11-21—the first knitting 
machinery exhibition to be held 
in this country for fourteen years 


Americans Will Not Buy 
Unadvertised Goods 


That the user on the American 
Continent is completely “sold” on 
the importance of advertising and 
will not buy unadvertised goods 
whatever their quality, is 
reported by Mr. Frank V. Brook 
and Mr. John L. Brook, joint 
managing directors, Brook 
Motors Ltd., who recently visited 
Canada and the U.S. 


Bowater Agreement 

A provisional agreement has 
been entered into between the 
Bowater Paper Corporation Ltd 
and the Irish Wallboard Co. Ltd. 
and its directors which, if con- 
firmed, will result in Bowaters 
becoming the owners of the 
whole of the equity capital of the 
Irish company through an invest- 
ment of £100,000 in new Ordin- 
ary shares. 
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Festival 
of Britain 
W9OI 


Official Guide Books, Catalogues and Programmes 


Adprint Ltd. announce that they have been appointed sole 


contractors for the sale of advertising space in all Festival ; 
of Britain official publications carrying advertisements. ; 
F = i 
PROVISIONAL TITLE PRINT RATE PER PAGE : 
COLOUR B&W 
én South Bank Exhibition Guide 2,000,000 {750 — : 
a South Bank Catalogue of Exhibits 100,000 {275 {£200 ; 
3 Science Ewhibition Guide-Catalogue 150,000 {225 {150 : 
. Architectural Exhibition Guide-Catalogue “150,000 {225 {£150 : 
F. S. Campania Exhibition Guide-Catalogue 150,000 {225 {150 } 
Land Travelling Exhibition Guide-Catalogue 200,000 {250 {175 4 
Industrial Power Exhibition Guide-Catalogue 200,000 {250 {175 
The page type area in all cases is 84" x 6° printed letterpress 
Enquiries to A. E. Cowlishaw, Director of Advertising, 
' Adprint Ltd., Adprint House, Rathbone Place, London, W1 MUSeum 7788 
Final press date November 30th 
j 
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ADVERTISER'S WEEKLY 


PUBLICATIONS NEWS AND NOTES 


New Monthly For 


Caravan Users 
Magazine, a new 


shilling monthly for caravan 
dwellers, of whom there are now 
a quarter-of-a-million in this 
country, is published by Berkeley 
Publishing Co., founded as an 
entirely independent organisation 
by the Berkeley Coachwork Ltd., 
the trailer caravan manufacturers. 
First /(August) issue contains 84 
pages (8 in. x 5} in.) plus covers, 
about 3) being advertisements, 
many from Berkeley caravan 
dealers. Articles are mostly of 
travel interest. Peter Warwick. 
editor, is at present functioning 
as advertisement manager. First 
print order was for 10,000 copies. 


Coinciding with the opening of 
the soccer season on Saturday, 
Sporting World are starting a cir- 
culation drive employing posters, 
showcards, trade Press advertis- 
ing and the distribution of speci- 
men copies. Advertisement rates 
have been reduced by 20 per cent 
All departments of Sporting 
World have moved to 5 Barons 
Place, Waterloo Road, S.E.1. 


As from September 7, Exchange 
and Mart wil! have four columns 
to a page, each If in. x 114 in 
Weekly sale is more than 120,000 

The Rugby Leaguer, a weakly 
newspaper devoted to Rugby 


League football, founded last 
season and suspended during the 
summer, reappeared this week. 
it is published from Ashton-in- 
Makerfield, Lancs. 


Mr. F. H. K. Henrion’s article 
“What Makes a Good Poster,” 
which originally appeared in 
ADVERTISER'S WEEKLY, is repro- 
duced in the August Dry 
and Dyeing Journal. 


Of the 72 pages plus covers in 
the autumn Cloth and Clothes, 
about two-thirds are advertise- 
ments in which, as in the editorial 
page illustrations, colour is used 
to good effect. An “Approach to 
Advertising” feature, printed sepia, 
deals with the Aertex story. There 
is the usual fereign-language sec- 
tion. 


For the Peterborough Agricul- 
tural Show, the 
Citizen and Advertiser produced 
its first two-colour issue, blue 
being used for the main headings 
of the outside four pages, which 
could be detached as a supple- 
ment. Main illustration showed 
the arrival of the Duke and 
Duchess of Gloucester. There 
were no colour advertisements. 


The publishing date of Elec- 
trical and Radio Trading is being 
changed from the third Tuesday 
to the last Tuesday of the month, 
as from the September issue 


to be published August 29. 

Title of the magazine Sound 
has been changed to Sound & 
Vision. It will sell at 6d. instead 
of Is. There is no change in ad- 
vertisement rates or format. 


The September issue of Ideal 
Home (on sale August 25) is the 
last to retail at is. 6d. From the 
October issue onwards, the price 
is to be raised to Is. 9d. 
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Price of Foundry Trades 
Journal rises this week from 64. 
to 9d. There is no change in ad- 
vertisement rates. 


Display Design and Presents- 
tion has increased its advertise 
ment rates: for a full-page single 
insertion by £8, and for I? 
months series, by £4 a page. The 
old rates were based on a cir- 
culation of 5,000; the journal now 
claims a figure of 6,700. 


Legal and Gazette 


the n 
ments and otherwise of “Dak a at and 
“Dak type” was made when Simpson 
Led. sought in the Chancery “Givigion w 
restrain’ Henry Abraham tEdcison and 
Louis Edelson, trading as the Well Cut 
Tailors and the Henley Tailoring Co., 
from —_es = ag mark “Daks.” 


img the defendants from iniringing the 
wade mark and for @livery up or 
destruction of ail ne 
Defendants had agreed Ww 
damages and costs 

Mr. Raymond Walon, for defends 


New Companies 
Eeglh Life iim. Si. 
Michaels Church House, Queen Street. 
ag Nominal — “£100. Directors 


H. Wood and Dors M. Wood 
. ‘Terminal House, Vic- 
tona Wil. Sim kers and writers. 


Nominal capvtal: z100. Director: P. C 
Bere pad. 


Mamination Service (Leicester) 
lid. $3 Chatham Street, Leicester. Sign 
Nominal capital: 
a. Subscribers: N. G. Green and 


heard of the action 
BANKRUPTCY PROCEEDINGS 
Mostyw Jackson Pusticrry Co., 79-81 


London Road Liverpool, advertising 
agents and contractors. Public ¢xamin- 


Fruit Exchange Buildings, Victoria Sueet, 
Liverpool 
WINDING-UP ORDER 
Geanam Paess Lro.. 12}, Queensway, 
tuly Ba Ww... Winding-up Order 
uly 


Mx. CHARLES FREDERICK Tawrre, a 


Electronic Enginering 
left £1,955 1 iss 8 8d. gross, £1,821 Os. 9d 


me Heney Warpen, for 
Ga Sven & Co. ud. lel £4. 126 16 16s. “2 


President an 
Assocation, fe £6,676 108. 8d. 


a sales manager wanted 


for one of my clients. 


This company sells wheels, agricultural tyres and equipment 


and has a fine clientele. 


The concern is 100 years young and looks to a future. 


The Sales Manager will be around 30-45. Worked up ‘“‘from 
Knows salesmen as well as the thoughtful sales promotion 


the road’’. 
methods of today. 


Salary around a thousand. Prospects towards a Directorship. 
Export experience will be valuable but the basic essential is one who 
can guide and inspire his men and build a good sales organisation. 


write fully in confidence to 


Here is another opportunity for a thinking Sales Manager 


Martin H. Perry 


Marketing Consultants Ltd 


28 Denmark Street, W.C.2 
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APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


Nationally known company in 
the north-west have vacancy for 
a young man, aged 25-30, as 
Advertising Assistant. He will 
work with the Advertising 
Manager on all propaganda 
problems connected with Home 
and Export marketing. The 
successful applicant must be 
thoroughly conversant with ad- 
vertising department routine, 
including copy checking and 
budget control, and have a keen 
interest in copywriting. This 
is a permanent position of 
particular interest, offering op- 
portunity of advancement to 
man of initiative and enthusiasm. 
Write in confidence, giving 
details of age, career and salary 
expected, to: 
MANAGING DIRECTOR 


APPOINTMENTS VACANT End Agency 


are moving into a 
and are enlarging 
staff. 


2 Letterers and 
Retouchers 


FIRST CLAS 


signer, age 22-26; capable of creative 
work and versatile in all forms of com 
mercial art and design; mum have good 
Knowledge of packaging, display, letter- 
ing, catalogue work and reproduction 


House, Powers Bar, Middiesca 
ASS LETTERING 

required. Gi salary. Hotids 
Interesting work 


day week 
Box 301 Ad. Weekly 180 Fleet St BOS 


LEADING LONDON 
ADVERTISING 
AGENCY 


studio 
ir studio 


Vocancies exist for : 


1 General artists 


3 Creative 
Layout artists 


Five day week, superannuation 
scheme icants should 


write fully, — - salary 
required and detai previous 
experience. 


Box 126 
Advertiser's Weakly, 180 Fleet S¢., £.C4 
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APPOINTMENTS VACANT 


ADVERTISING MAN 


Bex Ofice. Series discounts: 2)% oo 7 Sey conversant with 
“Classifieds"’ from the Agency 

angle, required to manage large 
classified department of West 
Good knowledge 
of U.K. newspapers and pro- 


ts rey fessional journals and previous 
EXPERIENCED experience essential. Efficient 
ARTIST WANTED 


supporting staff. Good salary 
(profit-sharing basis) 


and permanency to right ap- 
plicant. Write fullest details 
Fair salary and bonus offered SR. Wi 
artist (either sex) experienced 
in se and = filustration, 
layouts a Adaptations, by 
West-end studio of old-estab- 
lished Advertising Agency. No 
dead-end job, this! Write, 
giving full details of career, age 
and present salary to 
Bex 375 


Bor 387 
Advertiser's Weekly, 180 Fleet Sc., £.C.4 


STUDIO MANAGER, with lay-ow and 
Grawing ciperience. toquired by Agemy 
Ability to organise steady flow of work 
Good postion in pleasant surroundings 
for a reliable man Sate ecaperience 
fully. age and salary capected to 
Box 344 Ad. Weekly 180 Pleet St BCS 


details past experience, salary required, 
ec., t© J. & L. Randall Led. Merk 


vs. Five 


LAYOUT MAN 


Experienced Layout man 
required to produce 
finished layouts and adap- 
Knowledge of 
typography essential. 


SMEES ADVERTISING LIMITED 
3/S Duke St., Manchester Sq., W.! 
Phone: Welbeck 0774 


tations. 


ASSISTANT, male of femaic, required 


by the Morgan © Company Lid.. 
to handic production of advertmements 
and prim for its light engineering pro- 
ducts Expene ‘ 


. a a 
required, 1 the Staff Manager, 
sea Church Road, S.W.11 


ADVERTISING REPRESENTATIVE re- 


publishers for estabi 


wo 
_ Box 39 Ad. Weekly 180 Fleet St BC4 


TENCED LETTERING 
wanted. Write in first instance, giving 
full particulars and salary required. to 
Combined Arts Lid., Br House, 18! 
Queen Victoria Street, E.C4 


GENERAL CREATIVE ARTIST required 
by Periodical Publishing bowse with 


i age 
isan, wantbten on 


SUBSTANTIAL ENGINEERING FIRM 
in Hertfordshire requires services of 


preparation of Air icat Please 
education, 


pubi. 
write giving full details of 


sous to Bos AC 
or 57/61, Mortimer St. 


mp and salary 
53894 Sameon 


First Class 
RETOUCHING ARTISTS 
also 
LETTERING ARTISTS 
required. 

Excellent conditions, highest 
wages paid for experienced men. 


Sex 47 
Advertiser's Weekly, 180 Fleet Se., E.C.4 


RETOUCHING 
ARTIST 


Required by Studio of 
Advertising Agency 


384 hour week, full holiday 
and sickness payment 


offered. Write fully in 
confidence to 
Bex 179 


Advertionr’s Weekly, 180 Fleet Sc. £.0.4 


ADVERTISING CANVASSERS required 
for publication with wide appeal to 
overseas visitors. Write fully two 
Bos 376 Ad. Weekly 180 Fie & BCS 

YOUNG WOMAN, aged 15/20. required 
for Copy/Despatch deparmen of 


LAYOUT ARTIST 
REQUIRED 


Must be an able, creative man, 
with Agency experience. Write 


STUDIO DIRECTOR, 


Pratt & Co. (Advertising) 
Limited 


729 High Ho'born ~- W.C.1. 
Holborn 3064 


WELL ESTABLISHED Technical Journal 
requires advertisement space saieeman 
with good connections in cngincering 


@ Only men of highest repe- 
tation are asked to send ful particulars 
to 


Box 408 Ad. Weekly 180 Fleet & BCS 


GOVERNMENT OF NORTHERN 
IRELAND 


MINISTRY OF COMMERCE 
Exhibition display supervisor and progress 


chaser required for Festival of Britain, Northern 
Ireland. Candidates must be fully versed in 
display and exhibition constructional and instal- 
lation work, and must be capable of supervising 
outside contractors and display artists. 


The person appointed must be willing to reside 
in Belfast from approximately February/March 
to Ist September, 1951. Applications, giving 
particulars of previous experience, qualifications 
and salary required, should be forwarded to:— 


The Secretary, 
Ministry of Commerce, 
Exhibitions Branch, 
Chichester House, 
Chichester Street, 
BELFAST. 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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GROOME & 
LAKER LTD. 


require the following 
“Fest class artists: 


1. GENERAL 

2. RETOUCHER 

3. LETTERER 

Five day week 9.30-5.30 
Apply 


6 ARCHER ST., W.! 
Telephone: GERrard 8473-4 


THE MORGAN CRUCIBLE CO. LID. 


require an experienced Market Re 
search Awiviant. age W-35 The com 
paoy manufactures products serving the 
metatiurgical, cectrical and mechanical 
ongines a industnes and the success 
ful applicam should have @ sound 
knowledge of alt market research func 
toms necessary, preferably with expefi- 


ence of then application to imdustrial 
products Enaincenng background 
desirable but not essential Write. ely 
ine details of age. expericnhce, qualif 
cauiom and salary required, to the Staff 
Manager Battersea «Church Road 
SW 

YARDLEY & CO. LID require ‘yom 
whose chief responsibility, after tram 


ine will to take charee of and 
operate raph and Addressouraph 
machines and assist generally in the 
Advertising Department Applications 
please wih particulars to Aseeiant 
w the Advertsing Manager, 3) Old 
Bond Street. W.1 


WHAT WE 
EXPECT OF A 
LAYOUT MAN 


Not a student who has been in 
the business long enough to get 
a few specimens together—not 
a finished artist who thinks 
layout is an easier way of earning 
a living—but a man who, through 
long experience, can inject a 
sound visual message into a 
copywriter’s ideas, and produce 
roughs that are acceptable to the 
clients—in fact a good layout man 
who expects a salary comparable 
with his ability 


Box 393 
Advertiser's Weekly, 180 Fleet St. E.C.4 


YOUNG MAN, completed National Ser 


vice. required in Production Depart 
ment for copy culleectios Some know 
jedge of printing afd ability to inter 


view clients essential Full details and 
required to 


Rox 174 Ad. Weekly 180 Fleet St BC4 


VACANCY IN THE L.P.E. 


For a youngish Production Man 


This is an interesting, varied job 
in our Production Department 
We should expect you to have 
had some experience in ordering 
process blocks, typesetting, issu- 
ing copy instructions, etc. We 
should keep you busy—and, we 
believe, happy. Please apply to 
J, Wyles, Manager of Production 
Department, London Press Ex- 
change, 110, St. Martin's Lane, 
W.C.2. 


PPOINTMENTS VACA 


COPYWRITER 
VISUALISER WANTED 


We want an experienced ad- 
vertising man who understands 
engineering publicity and can 
write good sound copy and 
prepare quick visuals for trade 
and technical accounts 

He should be under 35, 
energetic and prepared to work 
on until the job is done 

We want the man who has an 
urge to make a niche for himself 
in a progressive Agency where 
only the best work is good 
enough. 

Apply in writing stating ex 
perience, age and present salary 
All replies treated in strict 
confidence 

Don A. Tibbenham 
TIBBENHAM 
o 


PUBLICITY LIMITE 
244 High Holborn, London, W.C.! 


GOOD LETTERING 


and stil fe arte 
required for Londor Agenc Studs 
Permanency t right man Write, gi 
detaits of ecxpernenc: without speck 
me to 
Hox 401 Ad. Weekly 180 Fleet S& BO4 


FIRST CLASS 
LAYOUT 
ARTIST 


required by London 
Agency. 


Able to do finished 
roughs. 
Full details to : 


Box 411 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


COPYWRITER 


required im Advertming 


Departmem of West End Store. Must 
be able to write convincing Prestiac 
Store advertising and genctal copy, and 
have a working knowledge of Myout 
and production. Salary £750 per annum 
Write, stating agc, education, and ful 
part«ulars { caperienc to 
Box 402 Ad Weekly 180 Fleet St BC 4 
LETTERING ARTIST required for pro 
eressive London Agency W rite 
Box 180 Ad. Weekly I80 Fleet St EC 4 
A YOUNG ALL-ROUNDER ' 
sound expenence of Er ving 
Printing processes and a f 
of the mechanics of Agence Service 
wil find ampic scope for progress in a 
| known Bristol agency that is grow 
fast If you are about 25, have a 
mind for detail and can combine 
a first-class team, rel! us all about 
yoursel{--you educa n experience 
flares and ambitions DAA even 
the Inter. an advantage. Congenial con 
ditions, permanent app mer Salary 
ab 44500. In first instan t 
Rox 409 Ad Weekly 180 Fleer St BC4 
ADVERTISING SPACE SALESMEN 
required f (1) London (2) Sheffield 
areas Sound media Permancnit 
Progressive Highest terms Trainees 
mx hiccted to if pomecssing sound 


sac te 
Box 404 Ad. Weekly 180 Fiect Si BC4 


and fewer... 


.. inother words for top liners 
only. We'd like to fit into the 
organisation two or three more 
really first-rate artists designers, 
retouchers, figure 
men. But they must be good 
enough to line up to the standards 
of highly exacting clients who de- 
mand the best plus. We'll soon 
make it clear that we can offer 


letterers or 


the right salary and conditions to 
the right men. Please tclephone 
for an appointment 


PENTAGON 


Design Limited 
WELBECK 5445 


Services 


RATTAN WAREHOL SES LTD., 
Ingicty Road. Brad J, require a keen 
t with experience 
ana production 
technique. colour process an advantage 
but not csentia De prospects 
ands every em Ouragem for man 
sulla qualified N“ ntributory 
pension scheme in operation Appli- 
sions with fr evem rmanon suse 
gested salary, t© Managing Director 
POURED POSTER A TICKET 
WRITERS also Artivts. Onty first 
class men need apply with details to 
Chamberiin’s Signs, 41 Old Foundry 


Road, Ipswich 


WADHAM™M 
ARTISTS 
URGENTLY REQUIRE 
2 FIRST CLASS 


FURNITURE ARTISTS 


ANOTHER 


LETTERING ARTIST 


withsound knowledge of modern 
free brush scripts and good all- 
round ability. 
AND A REALLY 
GOOD ALL -ROUND 


GENERAL ARTIST 


Excellent salaries and prospects 
of advancement to right men. 
5 day week — 9.30-5.30. 


Call, write or ring 
WADHAM ARTISTS 
Wardrobe Court, 


146a Queen Victoria Street, E.C.4 
Telephone CiTy 1144/5 


Avoust 17, 1950 


CLASSIFIED ADVERTISEMENTS 


Notleys 


require two first class 


Layout Men, 


Also a young man with 
knowledge of process work 
toassist the Studio Manager. 


Write or phone 
for an appointment 


THE STUDIO MANAGER 
Cc. D0. NOTLEY ADVERTISING LTD 
43 HERTFORD STREET 
LONDON, W.! 

Telephone GROsvenor 8911 


FEMALE ASSISTANT required for Pub- 
icity Manager in N.E ondon. Typing 
esential, shorthand an advaniage. Can- 
teen facies Details and salary re- 
Quired to 
Box 419 Ad. Weekly 180 Pieer Si BC4 

ENGINEERING FIRM, London area, 
requires arust for te.hoical publications 

line and tone Experience of similar 

essential. S-<day week. State age, 
required, experience. when free 
Send no specimens 
Box 382 Ad. Weekly 

YOUNG MAN (age 
Advertising 
Advertiser 


Apply 

180 Fleet St BC4 

20-25) wanted im 
Department of a National 

m London Typing an ad- 
vantage Write stating experience and 
salary cxpected 

Box 383 Ad. Weekly 

CATALOGLE ARTIST required § for 
Publicity Deparumen of large engincer- 
ing Organisation, must be fully conver- 
sam im this class of work and capable 


180 Fleet St EC 4 


of Photographic retouching W rite, 
stating age, experience, salary cxpected, 
to Labour Manager, Rubery, Owen & 
Co. Lid.. Dariaston, S. Staffs 
SENIOR ASSISTANT required in Pub- 
lxity Departmem of laree enginecring 


organisation in East London. All-round 
experience of copywriting, layout, exhi- 
bition work and the general routine of 
a large publicity department is cascn- 
tal Full details of age, previous ex- 
perience and salary required to 
Box 391 Ad. Weekly 180 Fleet St BC4 
LONDON ADVERTISING AGENCY re- 


quires boy leaving school Must be 
good at figures Apply in own hand- 
writing, giving details of age, education 
and salary required 


Box 390 Ad. Weekly 180 Pieet St BC4 
CTTY PUBLISHERS require young lady 
leaving school for general office work. 
Opportunity to learn business. Slay 
wee 
Box 388 Ad. Weekly 180 Fleet St BC4 
AGENTS (free lance. local) for 
ing advertisements for local 
various provincial 
throughout the country 
commession-salary positions 
available later to those willing to travel. 
Write fulles: details experience, etc., to 
Box 389 Ad. Weekly 180 Fleet St Ec 4 
YOUNG OR YOUNGISH MAN required 
for Production Detail Department of 
oid-establ shed progressive London 
agency. Some knowledge of typerctting 
and blockmaking processes essential, 
also a good type and layout “sense.” 
Additional ability to produce 
finished roughs would be welcome. If 


you would like an interesting job m 
a busy, generally happy team, apply 
Stating age experience and salary 
required to 


Box 412 Ad. Weekly 180 Fleet St BC4 


FIGURE MAN 


Free lance designer and copywriter of 
wide experience would like meet first 


class figure artist, view to partner- 
ship No capital required Part- 
culars please to 

Sex 372 


ee q 
| our || : 
. ____| | | vacancies are | ‘ 
a | higher | : 
| PO 
j SSS | . 
a | 
is «| 
a | Fs 
. | | 
F 7] | Po Advertiser's Weekly, 180 Fleet St., E.C.4 4 | 
&g ’Phone your Classifieds to CHA 8844 (Ex 23) aid 


; 


Ausust 17, 1950 


APPOINTMENTS VAC 


COPYWRITER SEEKS CLIENT 
Seasoned ideas-and-copy man, 


Spottiswoode’s PERSONA 


WILL BOX NO. 194 please contact the whose work is appearing con- 
want a keen young AN. ‘Agency capeneme, mayout, rencring. |  Glamified Ad, Weekly. CHA seea. Ex | | sistently in the national and 
Biack and White colour and airbrusb- 23 


technical press, seeks an ad- 


ime. seeks post Wem of England of 5 ditional outlet for his services 
VISUALISER Bos 398 Ad. Weekly 180 Flee St BCS WE REGRET 


ADVERTISEMENT MANAGER, to announce that Mr Myram Picker 


Bor 406 
Advertiser's Weekly, 160 Fleet Se. 6.0.4 


to help with increasing ae eee, oe Chairman of Myram Picker Lid 


| 
j Yorks Gala of London Lid. Crystal Pro 
business. Box 572 Ad. Weekly 180 Fleet St BC4 ducts Lid. and Henry C. Miner Leg BUSINESS OPPORTUNITIES 
PUBLICITY MANAGER, D A.A. Recow died suddenly in Engiend on Thurs i 
Excellent prospects, must bea nied, COMpetent young ckeculive with day. August 10, whilst on bis annual 

** self a d abi do wide experence im all phases of moderp ven from New York OLD ESTABLISHED Weekly Newspaper 
self-starter and adle to adveriisag and publicity campaigns tor soe ——e Priming te ~ i Sane. 
te Rosca! semw-technical products and ral town jlas@o™e area ~ selec oF 
clean layouts. Salary depends ae” Tia anata [an | going concern. Comprising Letterpress 
on ability. creauve man of calibre and real abijity PRINTERS and Lithographic Plan Compictety 
requires suitable position Replhes wo modern: = reamete fag omy vacsasy 
Box 373 Ad. Weckly 180 Fleet St BC4 FIRM of London Sik Screen Printers aren 5.50) equate Ton — od 
phone or call COPYWRITER, resourceful = non and Commercial Artists can take orders ge ee ad r-"g-- 
brilliant, secks agency change for posters, showcards, ctc ie eae. Gili quan yp, *. wai 
SPOTTISWOODE, DIXON Box 399 Ad. Weekly 180 Fleet St BC4 Box 419 Ad. Weekly i80 Plee: Si BO4 . _— oe ys -* -- 
CAPABLE SECRETARY 8S) TYPIST con- Apply to Nelson, Gilmour, Soou & 
“ HUNTING, LTD. joe gon pen = 9 os _— c-—~ Production facilities available for angen Chartered Accom smants. 14s 

52 BEDF D ROW, W.C.! used to ling eval latterly Dy an established monthly moem Street, Glaseow,. © 2 
EOFOR , wih Quedost Adverising ans — Demy Octavo approximately SILK SCREEN FIRM, wih Pow Plem 
CHaAncery 660! socks ¢ ange anemsiber/ - hm 32 two 48 pages with « run of 20 to hes 1.000 of ft w available for 
tam tO accounts executive ¢ 40,000. Pullest particulars to Trade Work—or new enquiries. Good 


Weekly 


180 Fleet St BC4 G. F. TOMKIN LTD., Printers, 


Box 381 Ad Weekly 180 Pleet St BCS 
ADs ERIE MENT REPRESENTATIVE GENERAL ARTIST, jliustranon. fsure 501, Grove Green Road, PUBLICATION POR SALE. Punto 
y “). reat ior newspaper ang - = Southe Ene- Leytonstone, E.11. ‘ ~ 
de.aus marned lettering, secks change wuihern oe J . with wholesaicrs’ written orders for neat 
wl masnen, Santee land Free lance considered Telephone: LEY 1164. issuc of humorous magazine with about 
151 tices Street, E.C.4 mole ‘ Box 395 Ad. Weekly 180 Fieet St BC4 20.000 distribution. wishes sel! outright 
; NTING FIRM offers the serv Total price £400. Offices just off Fleet 
YOUNG MAN age 20-22, required by | A Par wed 
P of us studio for the supply of ideas Street also § transferabic (Publisher s 
Lond A —, —— ADVERTISING DEPARTMENT : and finished artwork covcring lettering covets in building up this magarine were 
; ~ + . a. — “~< Advertising man, 26, with 34 yeary still life, furniture, technical subjects about (1.000. RB m for sciling: re 
or me een”. aoe alltound experience in busy depart- and general demgn. Complete layout turning overseas 
tor rapid advancemem wre ment secks progressive change and formats for booklets. including Box 351 Ad. Weekly 180 Fleet Si BOS 
y age, CAPeTicnce, saary requied iw Enquiries invited from advertinng good copy, can be provided ready for 
Ad. Weealy isU Fleer St BC4 directors or managers who require printing if desired The idea bebind 
London Commercial Studio capable assistant to shoulder a load this advt. is simply to keep the studio 
vacancy for @ first-iass general of their responsibilities fully employed owing two the works CUT 
of utstanding abiity ine Box 414 being fully occupied with caistung coo 
position carres a hugh commencing Acivertiser’s Weekly, 180 Fleet St., E.C.4 tracts. Prompt aticniion to urgent 
saiary for the successiul applicant enquiries and orders. London and home 
wree m comidence agt, capericnce counties i guaranteed y u 
salary required Ww Box 366 Ad. Weekly 180 Pleet S BCS 
n 16 A | 1] . 
pee 6 Ae, Woy ie Sen 2 eS YOUNG EDITOR-PRODUCER LETTERPRESS, OFFSET, Gravure 
LAYOUT. London = =6Agensy _ Sas of attractive annual with international! Colour and Monochrome Foreign 
vacany for a Layout Acust. He suid coverane cocks chames. Weld Gaew Languages. Dugdale Printing Lid. 122 Advertising Managers 
CS 8 Sciam MAR, SESE himecif wholeheartedly into another Wardour Street, London. W 1 
conmd a nC 
Saas Guinan Gene Ge oo vse venture requiring industry, ininative FOX PRINTING PRESS specialise in 
amaum ior the successiul appucant and all-round = editorial-advertising high class colour work, brochures. trade consult 
Write fully, age, experience, cic., 10 experience Recently back from catalogues, advertising leaflets. small 
Box 4! Ad. Week st ts BCS USA monthly publications eh Typos NIVERSAL 
curt TVPESE | ' == 4 i Media odes Box 385 | House, Maybank Road. Londen. E.18 U SIGN ERECTORS 
equired in | 242 
mem of Erwin, Wasey & Co., Lid Advertiser's Weekly, 180 Fleet St., ECA | BUCKburst_ 12 ast tiie 
Write detaus of age, experience and Publicity 
iar uired 1t a dcparument RS TE 
Meenen. Brook ff 2 Fy Lane, POSTER INSPECTOR, Fully experienced, | o—_ WEWITED 233 Capham Road, $.W.9 
Wil tughly recommended. Resides Manches- | | For brochures, mail order lists, cata- 9 Seve 
ter. Present area Lancashire. Cheshire 
EXPERIENCED LETTERING ARTIST Nga ee ee eee. eoearc, | | loeues. business stationery. Letterpress Brixton 427! 
required ihe gunttee —, = permanent appointment and colour work of high quality, pro- 
& P ~~ = . Anse ox 405 Ad. Weekly 180 Fleet St BC4 duced in good time at moderate prices. THE PROPRIETOR of a0 old cotabliebed 
to Studio Manager, 150 ! THE BURLINGTON PRESS advertising with considerable 
' 
| arshali ‘ ‘ personal pericnce and ved 4 
Eté sf ACCOMMO TION | " seated Oridting »v P in wholesale and retail caver 
cnaciatined pour re note ‘= ton (3395) ting jievites inguirics from reputable 
t t good ideas and lay FLEET STREET (adj) Suite of four . firms who feel the need for expert co 
Production expeneme not offices (550 sq. ft). Ideal for publisher Operation with their saice and adver 
Salary £750. Write in Or advertising agent. £500 p.a_ inchud- | ting departments or require the full 
rm: reas ace | Shee lene ee cares of nenlines ans Frese sushome, 
< d. Weekly 180 Fleet St EK GPO. phones and intercom im ail - . —< ~ - ye 
COPYWRITER AND IDEAS MAN rooms. No premium. a PEOPLE s oot ~ line printing output and genera detail work 
4 ishers to plan and Box 394 Ad. Weekly 180 Fleet St BC4 u rs class icticring &. © can awecciated with advertming and setling 


be of assistance, please write w Ao efficiom cxecutive can be provided 
romouon caar EDITORIAL UNIT requires office accom- 


Exceptional os ao = Box 184 Ad. Weekly 180 Fleet St BO4 if necessary. for full time attendance 
rdatio ri mo ‘ 
interesung Box “T84 Ad Weekly 180 Fleet St BCS VESUALISER, experienced im all media, a ae aaiie Gx , a ae 
th " " r co-ordination internally end with the 
y the cight willing to do Free Lance wor | 
sort experience Salary £500-4600 WC. PROFESSIONAL DISTRICT. Box 400 Ad. Weekly 180 Fleet St EC4 | agency's production departmem Remu 
Wr y. im strict confidence, to One room 4 ft. x 18 ft, three large | neration would be according to services 
Box ) i. Weekly 180 Fiect St BC4 windows aly make two rooms. rendered Aoply 
ADVERTISEMENT REPRESENTATIVE eee SE ARTISTS ! | ae ee ee eee 
caperienced, 0 Cagvans Hetass | | camiar’s Siesevetions. ttagestee | | 
er ps ect yoit ol 
commission basis. Fulles s WANTS Miuetretions. Figure Work SHOW CARDS, CUT-OUTS, 
particulars and references wo in Advertising | | Book Jackets, Advertising Folders 
Box 353 Ad. Weekly, 180 Fleet St BC4 12 te TEEL TYPE Role 7 Phone or write ac. by phototnho oF lett 
—F . & eles, rustiess, 7s. (own photo-litho process plant 
REQL — . ‘and wiling 10 we — Folding Steci ®. 6d. p.f pears Lid THE TUDOR ART AGENCY CARILLON PRESS LTD 
2 telephone, D, J 41 Farringdon Street, E.( | | WHOL. 6841 | PURNIVAL STREET, £.C.4 Pine Cedour Prise, Boeresmeuth 
Led ‘Effingham House Telephone: Boscombe 56414 
ce fr Artist | CHeenAl ARTIST REQUIRES Loadon Office: 147 Victoria &. ow 
lass Free-lance tsts } coms wk (line. tone and colour) ‘Phome Victoria 066) 
is. required by rapidly F °o R SA LE Lettering ——— Finthed wok rom - 
ney and ssudio. Write for At well Below Cost ay colour fr = ae 
m= 233 Ad eckly 180 Pleet St EC4 
Weekly 180 Fleet St BC4 Large and varied stocks of slumini 
space salesmen alloy sheets available at substantially SPECIAL AN NOUNCEMENT 
a ce ieaes ain A STORY TO TELL 
D agar Good . 
comms eugeies: Enquiries invited for minimum | ton lots AND GOODS TO SELL See August 3 issue of Advertiser's 
ra 180 Fleet St BCA | ) Weekly. pages 210 and 21! for 
‘ . ofen | LEOPOLD LAZARUS LTD. Free lance copywriter offers ly. p 
CONGENIAL valisble. _oflers ; J the Advertising Services 
MAN seek ncement. Ability Manchester 4 services at moderate terms. & Supplies Section. Aug. 3! will 
to make-up { small journals | de Street, Birmingham 6 Bex 335 be the next issue containing 
for prt i Jetails cxperience 
and “ir rae House, Londen, E.C.3 Advertiser's Weekly, 180 Fleet Se.,6.<4 | | these services. 
Box 421 Ad. Weekly 180 Fleet St BCA | 
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ADVERTISER'S WEEKLY 


Advertiser's 


13 specialised publications which have 
established a high reputation through- 
out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 
- 3 TOTHILL PRESS LIMITED 
33, TOTHILL STREET + WESTMINSTER + LONDON = S.W.I 


— 


Twurspay, Aucust 17, 1950 


(45/- overseas) 


STOP PRESS 


“THE MILLER” 
TO CLOSE 


“The Miller,” published by 
Benn Brothers, ceases publica- 
tion with August 21 issue. Pub- 
lishers do not disclose reason, 
— A whether journal may be 


sold. 

Founded in 1875 by William 
Dunham, “The Miller” recently 
celebrated 75th anniversary 


jo this country 
exclusively to milling industry. 


L.S.C. IMPORT BAN 
MAY BE PERMANENT 


Sagueetons that refusal to 
admit imported matter (now im- 


ng of 
opinion between L.S.C. and 


matter is one for the L.S.C. and 
the L.S.C, alone, and any relax- 
ation must have been a conces- 


concession granted would be 
Semper en to the permanent 
which may well now be im- 


LATE AGENCY NEWS 
Mather & Crowther 
inted agents for Runcol 


journals and “Radio Times. 

Glovers Advertising to handle 
London Bloodstock Agency: 
campaign in  horse-breeding 
publications. 

D. J. Keymer beginning new 
campai for Riche (Mayfair) 
Ltd. (West End hair salons whose 

roducts are nationally distri- 

uted) in “Evening Standard,” 
“Vogue,” “Harper's Lad 
BRUCE KNEALE GOING 
TO AUSTRALIA 

Bruce Kneale, London editor, 
“Melbourne Argus,” yesterday 
(Wednesday) left for Australia. 


Trevor Williams, formerly 
“Daily Mirror,” now London 
editor. 


E. Rawdon-Smith, PR. ad- 
viser, English Electric 4 


Published by the Proprietors, BUSINESS PUBLICATIONS, itd. at their office at 180, Fleet Street, London, E.C.4. 
August 17, 1950. Printed in England by Staples Press Limited at their Great Titchfield Street, London, 
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